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International designs for sales! 


Patterns... price range... promotions... advertising 
Tri-line display . . . five big reasons why International 
Stainless is bound to move in your market! 

e Patterns... widest range of patterns in every quality 
line: modern, sculptured and incised styling. 

e Price-range ...a quality to fit every budget. Price 
spread from $9.95 to $34.50 for a 24-piece service. 
Other sets up to $89.95. 


e Promotions . . . International offers a variety of 


exciting promotions throughout the entire year. 
e Advertising ... vigorous consumer advertising in 
the magazines your customers read! 

eTri-line display .. . a dramatic display piece show- 
ing all patterns .. . free with $60 order. 

It adds up to one thing: there’s a spring-time full 
of profit for you with International Stainless. For 
details on every phase of the International Stainless 


program, see your Approved Wholesale Distributor. 


International Stainless 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN 


LUXURY LINE 





BEAUTY LINE 





SILCO 
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WituiAM Levine offers you the é 
BAGUETTES 


most complete Diamond Service 9 
; 4 
available to jewelers — and only to Y 


jewelers. Diamonds of every size. ao Ma 
shape and quality can be bought at All, ia 


the lowest prices or consigned to PH HG 


you on memorandum. You can or- SMALL 
ROUNDS 


der any way you prefer — one stone nates) 
at a time — in sorted and graded AX £ 


lots, or in melange papers. AN A 4 \ 


TRIANGLES 


Todays Diamond buyer insists on selection. Confi- 
dence and price are not enough to sell our better 
informed shoppers. William Levine's Complete Sel- 
ection Service gives every jeweler the advantage of 
a Diamond inventory equal to that of even the lar- 
gest chains. This wonderful, and “sale-saving ’, ser- 
vice is as near as your phone or mail box! Try it the 
next time you think of Diamonds. 


William Levine Company 


[mporters and cutters of fine diamonds 


99 FE. Mapison Sr... Cuicaco 2. Ituinois .. . Phone CENTRAL 6-3700 
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The cover this month is a graphic 
portrayal of the thinning ranks of 
watchmaker school enrollment. To find 
the reasons for this steady decline turn 
es pti to page 56 and read the first installment 


eee of “What's Happening to Watch- 
maker Training?" For a look at what's 
BeBe ahead in the world of men's jewelry, 
see Fashion Consultant Jerry Gewirtz’ 

ee forecast on page 54. And for an au- 

igs: thoritative survey of bank credit-cards 
Ps ud in the retail picture, turn to William 


Bi a Wagner's article, “Bank Credit-Cards 
we ve Take on Permanent Aspect," on page 76. 
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Dont 
commit 
your 


silver dollars 
for Fall... 
until 


you see 
what your 


WALLACE 


salesman 
has for you 
on his 

next call 











VW 





> preproven profitable promotion 


WALLACE SILVERSMITHS 


AT WALLINGFORD , CONNECTICUT SINCE 1835 





WHEN you have 4 store ot stock to sell... 


IT'S A MATTER OF 


10 CONSULT 


Jéwelers 
dress of ak 


the oldest (established in 1903) 
and largest (built and growing on a reputation of integrity) 


cash buyers of jewelry stores and stocks 


write for the new booklet: "DOLLARS AND SENSE FACTS’. . . 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 
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Perfecit-hock 


INTERLOCKING BRIDAL PAIRS 


in the largest selection offered anywhere. Over 
a thousand styles to choose from. 


Stellate Settings 


utilize four smaller diamonds beneath the 
center diamond for the appearance of twice 
the size and sparkle. 


thd Settings 


ingeniously utilize ten or more diamonds be- 
neath and surrounding the center diamond to 
create the appearance of as much as siIx 
times the size and brilliance. 


Nothing in the world does as much to help 
you sell diamonds as K & B mountings. Ask 
about our FREE mat service. Circulars, dis- 
plays and catalogue sheets available. 





re K & B mountings with any others. 


’ 


Creators, Designers and Manufacturers of “Perfect Ring Findings’ 


BA anwan x KS eicner. ve. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los. Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. | 
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Jewelers across the country have had 
this success story whenever they fea- 


ture their Inside-Difference Display. 
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A WINNING 
COMBINATION! 


After 45 years as a respected resource for the We hasten to assure the many who, over the 
retail jewelers and jobbers of America the entire years, have not only been customers of Heller & 
operation of Heller & Co. has been taken over Co.—but loyal friends—that they will receive 
by K. Polishook & Son, Corp., leading ring man- the same quality, service and satisfaction from 


ufacturers since 1898. K. Polishook & Son, Corp. 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 


Featuring the Trade Names “Lloyds of New York” and “I idelity”’ 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut St. 
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B PROMOTE for PROFIT 


POLISHOOK 
tips the scales in your favor! 


WITH FASCINATING NEW 


be J? 
G dell 
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DIAMOND RINGS 
I ncluding An Exciting New Series of 
Total Weights From '4 to 1'2 Carat 


INTRODUCING THE NEW 





DIAMOND RINGS 


The fabulous 1960 line of Fidelity diamond 
rings is truly an outstanding collection. 

Radical departures in styling and materials plus 
new advances in diamond quality offer you a 
unique opportunity for extra volume and 


extra profits. Irresistible prices, colorful, 
individual displays for each ring and lifetime 


trade-in guarantee clinch sales on the spot. 


tna POWERFUL SALES AIDS TO HELP 
| YOU PRE-SELL & RE-SELL 


a 


i Lifetime diamond trade-in allowance 
K. POLISHOOK & SON, Corp. Individual window and in-store displays 
; Diamond guarantee certificate 
216 East 45th Street, New York 17, MUrray Hill 7-1664 RS Rg 
Manufacturers of "Everything in Rings” Since 1898 Attractive packaging 
Featuring the Trade Names “Lloyd's of New York” and “Fidelity” Planned promotions 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. Dependable 24 hour delivery on “specials” 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 





hurry! Owners, Managers, Sales- 


WIN UP 10 *1000 IN THE 
BENRUS 3-YEAR GUARANTEE 
ONTEST 


$2300 IN PRIZES for the best 
explanation of the Benrus 3-Year Guarantee! 


1st PRIZE..$500 BOND 20 PRIZE..$300 BOND 30 PRIZE..$100 BOND 
and 10 additional prizes of a $25 Bond each. Contest ends May 30th! 


Just Describe in Your Own Words How You Would Explain The 
Value and Benetits of the Benrus Unconditional 3-Year Guarantee! 


iF a watch is dropped, iF a non-waterproof watch is 
struck, kicked, stepped worn in swimming, or in 


ete: Se on ae 
pair or replace... FREE? ..- FREE? 

THE BENRUS 3-YEAR 

GUARANTEE REALLY 


Rs 


| Soa , gg 
COVERS EVERYTHING! ae YES! 


re 
Ne ee c 


lF a watch is dropped in a is a watch is exposed to an iF a watch part breaks, or 
puddie, dropped in a sink overwhelming magnetic stops functioning for any 

or bumped into anything...and power...and stops functioning reason—Will Benrus repair or 

stops running—Will Benrus re- properly —Will Benrus repair replace...FREE? 

pair or replace...FREE? or replace... FREE? 


i C=, 4 x . | + oP 


~ YES! 


? () N | . YOUR PRIZE 1S DOUBLED if your store builds a window display around 
= your winning idea. Attach a snapshot of the display to your entry blank. 
OFFICIAL CONTEST JUDGES: « Langsford King, Publisher, JEWELERS CIRCULAR KEYSTONE * Donald McNeil, Editor, JEWELERS CIRCULAR 


KEYSTONE * Harry Bromiey, Publisher, NATIONAL JEWELER + Morton Sarret, Editor, NATIONAL JEWELER «+ Contest open to ALL personne! in 
every Benrus retail jewelry store. 


10 FWEIER p JLAR-KEYSTC Nf MAY 





men in Retail Jewelry Stores! 
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6. NCON DITIONAL 


‘lie "Y Fee 
eo UARANTEE 


Your BENRUS watch 
movement MUST run 
properly—or BENRUS 
will repair it or replace 
it FREE 


BENRU S: 


VW > AIT) 
UU - It covers any- 


thing and everything that might happen to a watch! « None of 
these ‘‘it's YOUR fault’’ clauses. No questions about HOW a 
watch got damaged! « Issued by a reputable, nationally known 
manufacturer, this guarantee is iron-clad! 


a rnowviner i ror i AA a. 


oys N RUS OENAVYILE IO FREE ANU TAO! « Under the 
Guarantee, if a watch stops or does not give satisfactory per- 
formance for any reason, Benrus will repair or replace it—FREE! 
- There are NO CHARGES or handling fees! » Any watch covered 
by the Guarantee when sent to Benrus for service will be re- 
turned promptly—within SEVEN working days after it is received! 


’ 

HERE’S HOW THE CONTEST WORKS! 
1. You don’t have to buy anything. You don’t have to sell any- 
thing. You don't even have to rhyme anything. 

2. Just come up with the best ideas you have on how to explain 

the value and benefits of the Benrus 3-Year Guarantee to your 

customers 

3. Use as many words as you need. Send as many entries as 
° you want. 

“y ANACT a | 4. Mail all entries to Benrus Watch Co., Inc., no later than mid- 

Tay tr £.teka S| . ‘ e ; 2 1060 

mVIW E ¥ VV! Tie Into it With A = oe night, May 30, 1960. 

Benrus-Benny Window Display—Today! 


BEN R BENRUS WATCH COMPANY. Inc., 50 West 44th Street, New York 36, N. Y. 
Fema NEW YORK . Waterbury . Toronto . La Chaux De Fonds 


TONE. MAY 196 17 





IN 1960 THES 95 WATCH MARKET WILL REACH A BIG*50,000,000. 
a announcing the 
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the only fine 17-jewel watch under *20 


if 
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JOHN P. KILEY, AUSTRALIAN LYDA APONTE, VENEZUELAN ED DLHOS, AMERICAN WATER 


BUSINESS EXECUTIVE: | need STUDENT: ” y Be te keer a INSTRUCTOR: My water 
ar 2 rate. handsome watch , T: . eceac ma C roof Relfort | ever off my 
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Your markup Is larger...your profit is greater! Belforte Voyager 
opens up a new world of profits! 


You get the most complete line of 
1]-jewel watches on the market at *19.95! 


Twelve beautiful Voyagers in every package — everything you 
need for complete sales in the $19.95 market! 


WRITE OR W/RE COLLECT TODAY FOR FULL DETAILS! 





AND NOW YOU CAN EVEN MAKE MONEY ON IT! 


$19.95 plus tax | rant $23.95 plustax. $19.95 plus ta» 
$19.95 ; 


TWELVE 17-JEWEL MODELS OF DISTINCTIVE STYLING AND FAULTLESS ACCURACY! 6s shown —_ 


_ now at STORE| NAME _ NAME | a 
NF BEAUTIFULLY *Betrorre | | “Barowe 
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AROUND THE WORLD AROUND THE WORLD 


ONLY “19% 


ye MO MOREY Dow 
oe 


"STORE es wane) STORE NAME ‘oe [store "NAME f 


You ge mer big selling support ‘too! Free display with every ‘package of 12 
watches. Free newspaper mats. Plus big national advertising... par- 
ticipation in two Jack Benny TV spectaculars seen coast to coast! 


ON MAY 1874... SEE THE 


JACK BENNY BENRUS- 
BELFORTE TV SPECTAC- 
ULAR ON CBS-TV*! <gaiime 


“check loca ¥* Subsidiary of BENRUS WATCH CO. 


paper for time 
and channel SO WEST 44TH STREET. NEW YORK 36. N.Y. * NEW YORK *« WATERBURY * TORONTO 











HAND CARVED 


WO 841 0VF0 


STYLED TO SELL... — 
PRICED TO SELL! ww 


@ EXQUISITE, EXCLUSIVE DESIGNS 

@® SKILLED HAND CARVED CRAFTSMANSHIP 
@ UNEXCELLED QUALITY 

@® UNEQUALLED VALUE 
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D. six fine diamonds set against 
recessed, Swedish finish marquise 
design. Tapered bright and satin 
finish shank. Keystone $81 per set. 


C. Ten fine diamonds set into con 
cave, hand carved satin finish top 
Tapered, brightly polished shank. 
Bright edges. Keystone $116 per set. 


A. Six fine diamonds individually B. ten fine diamonds individually 
prong set against recessed, mirror- prong set against bright background 
like Dackground. Hand carved Flor- Hand carved Florentine finish on 
entine finish top. Tapered. Keystor concave top. Tapered. Bright edges 
$139 per set Keystone $118 per set 
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H. Glistening wheat design on hand 
carved satin finish center. Bright 
edges. Keystone $44 per set 


» Dainty blossoms on dramatic ‘‘V’ . Gleaming spiral wheat motif on G. Hand carved Florentine finish on 
design. Hand carved Satin finish cen- hand carved satin finish center. concave center. Edges combine 
ter. Bright edges. Keystone $46 per Bright edges. Keystone $55 per set. bright facets and graceful scallops. 
set. Keystone $55 per set. 


1. Graceful swirls on hand carved 
Swedish finish center. Bright edges 
Keystone $61 per set 


J. Sparkling swirls on concave, hand 
carved satin finish top. Tapered. 
Brightly faceted edges. Keystone $55 
per set. 


K. Diagonal, stepped panels of alter- 
nating hand carved Swedish and 
bright finishes. Tapered. Keystone 
$63 per set. 


All styles available in white or yellow 14K gold. 
Controlled distribution . . . 
Free mats available upon request. 


DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


sold by the manufacturer directly to the retailer. 


5 Bright triangular facets on hand 
carved Florentine finish center. 
Sparkling step-down edges. Keystone 
$66 per set.. 


BRIDAL RING CO., INC. © 88-06 Van Wyck Expressway, Jamaica 18, L. 1., N. Y. 





New, Beautiful Floating ©) Aurora Borealis — 


oy 


available in (fii, all Birthstone Colors 














This Attractive display furnished free of charge 
with every 6 pendants, including a _ hand- 
some leatherette-covered steel Gift Box. 


FOR SPECIAL OFFER CONTACT YOUR WHOLESALER 


INC. 1311 LOMBARD STREET PHILADELPHIA 47, PA. 


Gold filled and Sterling Silver. Available in pendants, earrings, and pins. 





THE MAN FROM TRIFARI 


He's a practical business man. He knows his suecess hinges on vours. On 
how big a slice he can help vou cut from the enormous volume and turnover 
fashion jewelry enjoys today. And he knows Trifari’s fashion leadership 
and quality costume Jewelry are as important to you as to him. They mean 


getting vour share of this extra business more easily, with better net profits 


He’s a jewelry merchandising specialist. His customers are merchants like 
vou. His experience helps you set up and control your basic stocks. ( Trifari 
makes it easier with pre-ticketing.) He'll show vou how the complete-line 
catalog and preferential treatment for special orders can work for you 
And you ean be certain, he won't oversell. 


potency of Trifari full color advertising in LIFE, THE NEW YORKER, 
VOGUE, HARPER’S BAZAAR, GLAMOUR and MADEMOISELLE. I 


Knows it will attract more fashion-minded customers to your store! 


Remember, vou can always rely on the man from Trifari! 


A 


Y yy 
H{e’s a firm believer in advertising and promotion, knows the pre-selling 7 Pi G 
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INGENUITY IN FINE WATCHMAKING... 


A smele watch that becomes srx! 


Jest one watch? Yes. one petite l7-jewel watch fits six different case covers and 


matching straps. So, besides owning one of the world’s distinguished timepieces, you 
actually have six watches to match your clothes 


and your moods! ). And how do 
you change from one color to another? Just as easily as you refill a lipstick! 


Merely slide on a new strap and case cover... how div inely simple when it’s time 
for an exciting change! NIVADA GRENCHEN COLORAMA VI...$75.00 


CROTON 


404 Park Avenue South. New York 16, N. Y. 


ust DY slipping 
and strap: 
COLORAMA VI...4 sinvle 


I 31X ditterent 


CROTON NIVADA GRENCHEN,. 


CROTON NIVADA 


CROTON Watch Co., Inc. + 404 Park Avenue South, New York 16, N 





YOUR CUSTOMER'S DECISION IS QUICK WHEN YOU SHOW 




















| The exclusive, 
| incomparable 


KOMFIT 


—for men—for /adies 


* Ultra-thin 
* Completely flexible 


UNICO ACEC 
to wrist size 


KOMFIT 
Royal 


Ladies’ Sport 
KOMFIT 
















KOMFIT 
Grand 


Adjustable 
Center Buckie Bracelet 


FORSTNER GENIUS IN ORIGINATING EXCEPTIONALLY 


Bracelet 
LEE Obviously, it requires more than usual designing skill, 
aes more than usual jewelry craftsmanship, to produce 
Fae watchbands so appealing, so precious looking. To see... 
to feel these smooth, slim, flexible, ribbon-like creations is 
to appreciate, instantly, that Forstner’s reputation for 
finest quality remains ever unchallenged! 


Shown are just part of a variety of interesting styles that will 
stimulate easier, more profitable sales for wise jewelers. 


Contact your authorized 





DESCRIPTIONS OF WATCHBANDS SHOWN Ladies Sport KOMFIT — Mesh Style—‘T” ends Forstner distributor 
12Kt. Gold Filled—SOF874—$9.75. 


: All Stainiess Steei—80T874—$6.60. 
KOMFIT Grand—82G801—$15.00. ll wide. Others in narrow and wide mesh and armored 
12Kt. Gold Filled with Stainless Steei lining. mesh styles, ring ends. 


All Stainless Steei—82TS801—$8.50 
10Kt. Gold —82H801—$67.50, with NEW! AMERICANA Self-sizing watch bracelets 


stainless steel lining. Shown—narrow Milanese Mesh—ring ends. 
This is one of the KOMFIT group availabie in 12Kt. Gold Filled—80F961-Y-W—$8.00. Others in 


armored, mesh and checkerboard link styles. tapered mesh and square snake chain, screw type 
“T"’ ends and reguiar ‘“‘T’’ ends — $7.50 to $10.00 


KOMFIT Royal ~82F811~ $17.00 %” wide. NEW! Adjustable Center Buckle Bracelet— 


12Kt. Gold Filled Mesh. 
All Stairless Steel82T811-—$7.50. 12Kt. Gold Filled Mesh Styié #80F941-Y-W—$9.00. 


10Kt. Goild—82H811—$108.00. =Yeliow. W=White. FORSTNER, Inc., Irvington 11, New Jersey 
14Kt. Gold--82A811—$150.00. Many other mesh styies available from $5.75 i ieee 


ALL PRICES KEYSTONE 320 Fifth Avenue, New York 1, New York 


29 East Madison Street, Chicago 2, Illinois 
Forstner, (Canada) Ltd., Sherbrooke, Quebec 











Using the natural beauty of 
gold, cultured pearls and scarabs, 
Church and Company designers p. 
have achieved a unique result— 

the unusual design treatment 

of these lovely new 14K gold 
bracelets is sure to make them 

popular favorites with your 


discriminating customers. 


4982— 


Cultured 
Pearl Bracelet 


4981— 
Scarab 


Bracelet 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 





AMERICAN 
GEM SOCIETY 











They re New... 


Men’s Masonic lapel watch has 17-jewel 
movement, features intricate dial and case 
designed to appeal to the active Mason. $29.95 
retail. From Sheffield Watches, 663 Fifth Ave.., 
New York. 


f 


Gorham’s new “East Wind” collection of 
vases and bowls was inspired by ancient 
Oriental art. Dark bases are available to set 
off the sterling items. In all, there are nine 
pieces in the collection, ranging in price from 


$25 to $75. 


“Cue-ette” from General Electric is minia- 
ture version of the “Snooz-Alarm,” comes 
with plain or lighted dial, beige case. 





EFFECTIVE /MMEDIATELY! 


SHRIRO 


DRASTICALLY REDUCES PRICES 


on the entire line of 


WORLD FAMOUS NATIONALLY ADVERTISED 


17] CROWN ( 


TRANSISTOR RADIOS 
PORTABLE TRANSISTOR PHONOGRAPHS and STEREO 


Crown, leading line of transistor radios, offers drastically 
reduced prices without sacrificing quality or dealer profit. 
Now, more than ever before, CROWN Dealers will be right 
6 CROWN on top with everything it takes to stay out front competitively 


DISPLAY RADIOS or 24 _.. All this, PLUS NATIONAL ADVERTISING ... PLUS 
assorted CROWN radios 


FREE Dealer Aids that include tested and proven hard sell 
mats and DISPLAYS. This means BIG VOLUME SALES YOU 
CAN BANK ON...RIGHT NOW! 


Model STP-3 transistor 
stereo/ pr nogr ) , complete 
with batteries 

Formerly 1 

Neu lou 


\ 


Model TR-777 transistor odel TR-999: 9-transistor 


shirt-pocket size, rad: complete shirt pocket size radio complete 


with leather carrying case, ear with leather carrying case. ear 
phone and batteries. Beautifully phone :andt atteries. Beautifully 
rift packaged ift packa 
£ | ge Rit | ged _ — . 

, ' - ; odel TR-555: 5-transistor, 
Formerly retatled Formerly retailed (a ) : 

Sie a spins hirt-pocket size, radio complete 

New lot aii price Ww New low retati price af : 
) leather carrying Case, ear- 


ne and battery. Beautifull, 





gift packaged 


ns... IF NEW REDUCED PRICES INCLUDE THE Noo low selail pola 
band (standard & shortwave) EXTRA SPECIAL CROWN TRAFFIC-GETTER 


pocket portable 


preacher, Senne ta PROMOTIONAL LEADERS 


gift packaged 
Formerly retatled 


New low retail price 


Model TR-800: 8-transistor 
pocket portable, radio complete 
with leather carrying case, ear 
phone and batteries. Beautifully 
gift packaged 

Rormerly retailed $55.00 


New low retatl price $49.95 


PR-343 ll transistor, Model TR-400: All transistor, 

rt-pocket size, ra Beaut: pocket portable, radio. Beauti 
fully gift packaged fully gift packaged 

IRP-10: 7-transistor 


»/ phonograph, complete 


Formerly retailed a $19.95 Formerly retailed (a $74.95 


New low retail price $ 95 New low retail price $19. 


Get Set for the BIG PRICE BLAST! Pa a aE 
80 FIRST wih re MOST... ney Sees Sees 


with leather carrying case, ear 


WIRE or PHONE phone and batteries. Beautifully 


gift packaged 


2 Formerly retailed (A 
7; 
4 oO § nm New low retail price 


Service Depots Everywhere 
276 Park Avenue South, New York 10, New York - GRamercy 7-7500 Paee S0 She machete 


215 West 5th St., Los Angeles, California - 216 West Jackson Blvd., Chicago, Illinois aia RRR 


with batteries 








Formerly, retailed (A $89.50 
New low retail price $85.00 








USSEX 
JEWELED 
WATCHES 
AT PIN LEVER 


PRICES! 


Sell watches to be proud of— 
make a legitimate profit as well! 


RESISTAL/S 





17 jewels, all stainless steel, 
waterproof*, unbreakable bal- 
ance staff and mainspring. Strap. 


YOUR COST SQ90 


(5 pieces or more) 





ES Kes, 
1m 
BRIDAL 


PORPOISE 





2 diamonds, 7 jewels, 
yellow or white top, f A \ 7 jewels, chrome 
stainless steel back, [{{§. 4 ‘tai 
_ | St , pat Ky ff - mw») plated top, stainless 
un real ace Daiance | ‘ steel back, water- 
staff and main- \ 


, : proof*, unbreakable 
spring. Cord. 


. ‘Ye, P 7 balance staff and 
YOUR 31 (<)9° \ : ao” / mainspring. Strap. 
COST tk YOUR $ 90 
COST 


mainspring. Cord. (5 pieces or more) 


YOUR $7790 





_ « 
Steel Dack, 


able balance staff an (5 pleces or more) 


COST 


(> pleces or more) _ 
: a RESISTAL 
pe GP ABR 2g ee. 
wi iy 2 P 17 jewels, chrome 

, ¥ plated top, stainless 
steel back, water- 
proof*, unbreakable 
balance staff and 
mainspring. Strap. 


YOUR $ Q90 








COST 


(5 pleces or more) 


Way should you be “on the defensive” when customers demand 
inexpensive watches? You can sell watches to be proud of — and 
make a legitimate profit as well. How? With a good selection of 
7-jewel and 17-jewel SUSSEX Watches. Note the attractive range 





} of our prices. You can set your own resale prices to beat the 





Y MAY aie ' : 
ae competition of discounters and inferior pin lever watches. Give 


your store the green light by ordering right now! 





7 jewels, vellow or 
white top, stainless 


’ 
steel back, unbreak- ) 
Providing case unopened, crystal and crown intact. 


SUSSEX 1 vision o 


CROTON Watch Co., Inc., 404 Park Avenue South, New York 16 


: : 7 
able Daiance staff and 


mainspring. Cord. 


YOUR 57790 


COST 


(5 pleces or more) 





CROTON Watch Co., Inc. 
404 Park Avenue South, New York 16, N. Y. 


Please ship as follows: 





Quantity Style Your Cost 
RESISTAL $ 8.90 
RESISTAL/S 9.90 
PORPOISE 6.390 
CATHY 7.30 
MARGE 7.90 
MAY 7.30 
BRIDAL 


MARGE 





Name 
7 jewels, yellow or 
white top, stainless 
steel back, unbreak- 
able balancestaff and 
mainspring. Cord. 


YOUR $7790 


COST 


Store Name 

Address 

City — , ) Zone State____ shesiaa 

If you are a regular customer, or a new customer rated Ist or 2nd, we will ship open account, 
net 30 days. If not, send check with order 

MINIMUM ORDER! Orders (and re-orders) for less than 5 pieces of a single stvle will be 
charged $1.00 additional for each watch 


PRICES DO NOT IN¢ LUDE BOX. If box is desired, extra charge of 75¢ will be made. 








(5 pieces or more) 
(No Resale Price Tags Furnished) 








They're New... 


Latest in Hamilton’s “Thinline” series is 
the “Thinline 5000,” featuring stainless steel 
case and two-tone finish dial. Movement is 
17-jewel. $69.50 FTI. 


Large cuff links are made of 14K gold, set 
with black star sapphire. Smaller size, with 
smaller sapphire, is also available. Large 
style retails for $120, small size for $94. From 
Larter & Sons, 88 Parkhurst St., Newark, 
N. dé. 


Engine-turned cigarette case and matching 
compact are available in gilt or silverplate. 
In gilt, cigarette case and compact retail for 
$7.50 each; in silverplate, case is $11, compact 
is $9. From Stratton of London, Inc., 39 W. 
37th St., New York. 





Celraliy - a _ 


of progress 1n ring mak ing, 


World’s Largest Manufacturer of Interlocking 
Engagement and Wedding Rings for Diamonds 


mnvates gh to om in their 


A niversay | ; Zhai 


1960 marks the 25th Birthday of Feature Ring Company! 25 years of 
progress in ring making. Progress as evidenced by pioneering of the 
famous patented Feature Lock. Progress in the creation of the ingenious 
patented Feature-Glo setting that makes diamonds look 90% larger, 
87% more brilliant. Progress in manufacturing techniques that offers 
mountings of superior appeal. Progress in imaginative retail mer- 
chandising! And progress in quality control that assures merchandise 
sold ... stays sold, and builds repeat business! 

To the wholesalers and retail jewelers of America we say “‘Thank you”’ 
for your acceptance and promotional support that have made Feature 
Ring the “‘fastest selling diamond ring line in America.’’ 


Our Anniversary Program offers diamond selling opportunities as 
never before! Introduces a bright ‘‘new style influence’”’ in diamond os 
rings ...a brand new ‘‘merchandise’’ package for brides-to-be . . . yoy 
exciting traffic ideas .. . backed by the biggest value offering in history! -_ 
This is the program that will give you plenty to SELLabrate! 


Contact your authorized Feature Ring wholesaler today . . . or write: 





130 WEST 46TH STREET, NEW YORK 3G, N.Y. 


Feature Lock U.S. Pat. =2507348 and Feature-Glo Pat. 22774231. 





Wear these wat 
without CO st! 





THEY DON’T COST A PENNY 
IF YOU'RE NOT 100% PLEASED! 


Prove to yourself that a CROTON WATERPROOF’ is 

the watch for you! Especially wonderful at this time 

of year, when you re all set for outdoor fun. Come 1n 

_choose from 4 large selection. Cuaranteed water 

proof* with unbreakable mainspring and balance 

staff. Wear it all summer long __ swim, live, play 

with full confidence. After a summer of accurate 

timekeeping, bring it back ‘¢ not entirely satisfied— , 

nothing could be fairer. Hurry to your favorite jeweler ' we $ 24" 
(see list at left.) cece an eet AED STD — 


SPORTSMAN 


for hum 
SpORTSLADY 
for her 


} ewe wait 
Lint reak 


resistant entun ete 
able balance staff and mainsprns 


Fine Watches Since 1878 


pms w sich Co., 1nc- 404 Park Avenue South, New York 16 








— AND WE GUARA 





YOU AGAINST RISK? 


If any of these CROTON Waterproof Watches purchased during 
the special promotion is returned to you at the end of summer, 
we guarantee you full refund of original wholesale cost. 


SPORTSMAN and SPORTSLADY — 17 jewels, waterproof*, chrome 
plated top, stainless steel back, shock resistant, sweep second 
hand, unbreakable balance staff — mainspring. $24.95 


~ 
; ; ? -—, 
own reguiarly SS 


. . . . : , 
To moet ¢ rmand, There wate hes an fi ? 
; , ite ett ses el, 
4 « ; i / } ] 1 ? :/ } , j j } ; — ~ 
prom owitzerianda oy y Loyd fntich Atiines. — he SRO Te 


—x— 


Les 
ae 
ato SP ws Mp 


FINE WATCHES SINCE /878 





404 Park Avenue South New York 16, New York 


ne eSTe eEre eee eeeeeleeeeeeeee  eeeee eeee eee ee aeeee |6 eee 
r j ' ‘ 
} 


VINDICATOR and FUTURA — 17 jewels, waterproof*, all stainless 
steel, shock-resistant, sweep second hand, unbreakable balance 
staff — mainspring. $39.95 = *Providing case unopened. crystal and crown intact. 


CROTON Watch Co., Inc. 
404 Park Avenue South, New York 16, N. Y. 
Please ship as follows: 
Quantity Style 
SPORTSMAN 
with strap $24.95 
with bracelet 29.95 
SPORTSLADY 
with strap 24.95 
with bracelet 33.50 
VINDICATOR 
with strap 39.95 33.80 
49.95 35.80 


Resale Keystone 





$26.80 
28.80 


27.80 
23.80 





with bracelet 
FUTURA 

with strap 39.95 33.80 
= with bracelet 49.95 37.20 


[} Include newspaper mats and display material 


Name ae —_ 











Store Name 





Address — 








City _Zone State — 








If you are a regular customer, or a new customer rated Ist or 2nd, 
we will ship open account, net 30 days. If not, send check with order. 





STOCK BOXES |——aan 


witt 4 “PERSONALIZED” LOOK 


Stock jewelry packaging 
created for YOUR merchan.- 
dise. Over 80 assorted 
styles to meet any pack- 
ete llale MEAL te 


Shown is one of our most 
reels] this i Mast -tielMdeht-t Me Uilecl« 
tively finished in neutral 
embossed gold edged 
leather with interior fittings 
of white satin and em 
pyrean velvet. Perfect for 
silver, gold or colored 
earrings 


Send for our current 
aehiclicle MILT tigeiiiate 
our complete 
Stock Line 
rehaeliie| sli -Maelg 
delivery. 


Endura’s “Navigator” is equipped with a 
special system for finding the time anywhere 
on earth. Moving rim and the 24-hour track 
are synchronized, enabling wearer to quickly 
determine the time in faraway places. $14.95 
retail. From Endura Time Corp., 443 Park 
Ave. South, New York. 


your own specialized 





BOX COMPANY)! 
HOPE ST. ATTLEBORO FALLS, MASS. 








Dazzling and Translucent 


Known to the 
rade as Kreisler’s “Da Vinci” watchbands for men 
“STAR OF | come with vertical line or repeat chevron 
FREYUNG , | motifs, straight or curved ends. Designed as 


AX 
a adver- | mates to the “Parisienne” series for women, 
anes a8 | the bands are available in yellow gold filled 
ail consumer 
eee 
Im a i 
F > 





CZ 


4 
” 


iia aaaiie ($12 Keystone) or stainless steel ($9.70 Key- 
eadla under “ . : . 

io ame of stone). From Jacques Kreisler Mfg. Corp., 
“(GEMMA 9015 Bergenline Ave., North Bergen, N. J. 


STARS”. 


; Try the light 
‘ test: “GEMMA 
ST ARS’ are 
translucent 
when placed 





Fw. 
on a licht. 
an important 
characteristic 
of natural 


7 


of the nhe- 


i 
nomenon of 
asterism jis 

"8 © § © F F § FS SE Ff FS FE FE SE SG US UL LULU. UDG UG UG UG LUG LUDGLUDGThUG UG availabl 
SPECIAL OFFER: Fill out and ma with 1 AValNADI 


i 
s on request. 
- GEMMA STARS 
. sunthesized corundum i 
= 46(ene Hones, aeTENe “Egyptian Lily” is first in a new series of 
- three-dimensional pin and earring sets from 
— 7 oper ' | Admark. Scarabs stem from a floral motif 
Soe 2 2 ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee oe et 7 ma os , . ° : - , 

s . dealers throughor | of 12K gold filled. Pin is $14 Keystone, ear- 
‘T he ( JKMMA Company imported by | rings $9 Keystone. From Admark, 714 Sansom 

l’nine ‘arhide 


St., Philadelphia. 


47 West 47th St New York 36. N. Y¥ 





the ~atacctar Fer omg 


POST 


Agerds 2. Sieeeer 


ASK YOUR DISTRIBUTOR 
ABOUT THE GIGANTIC 


seer 


5 


Me Awe 


~~ 


KAP. GOD < 


MAO) 





Se eC vaio 


ae Or 


SPRING 
PROMOTION 


Inaugurating A National 
Advertising Campaign In 
1] Leading Magazines 
Pre-Selling Millions 


of Prospective Buyers 


Fe tasty t% tess yom 
GEORGE GAHOERS 
MEPS SF & CAD 


OOD aoe 


PLABTICON 


PRIA OF MIE 


Tc 


Exclusive U.S. Representative for Toshiba Brand Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4. N.Y. 








| They're New... 


he Rosary of ‘a VWhonth 


Catamore Rosaries . . . handsomely crafted of 
precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 


are bound to increase—and profitably. 


Selected 
and 

Serviced 
by 

Leading ee | ae 

“Scroll” wall clock from Westclox is avail- 

Wholesalers able with electric or eight-day movement, has 


clear plastic lense over its silver-colored dial. 


See-through scroll design enables the clock 


to harmonize with all wall colors. Eight-day 
R374 34-4| 3 $8.25 model retails for $16.95, the electric mode! 
; : , for $14.95. 
Fire polished bead, avail- 
able in crystal and assorted 
colors, enameled cross and 


center. 











FOR SALES! 


PLAIN N’ FANCY 


TJew POPULAR STYLES 
WATCHBANDS 
Hand-textured background sets off the con- 
vwe — fashion leaders for the trasting polished gold framework in these 14K 
customer pleasing'’ Watchbands wid € link C ere : ihe o enlbewel 
line. A choice of handsomely vO ( ( u in “J ente! is — W it ‘a a ‘ uUuitvtuUul ed 
detailed ladies’ bands in softly pearl. Matching tie tack is available. $80 
glowing white or yellow Gold retail. From David G. Steven, Inc., 37 W. 
Filled tops. Bands offering the 47th St.. New York. 
charm of simplicity or the excite- 
ng rhinestones. 


Long-lasting construction for care- 
free wear but with feather-light 
expansion for matchless comfort. 
Fully guaranteed, each delicate 
band is prettily packaged in its 


case. 


Ask your wholesaler to show 
you our complete line. 
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NORTH ATTLEBORO, MASS. Me 
Ladies’ diamond watch is from the Girard 


WAT CHBAN DS ip {e Perregaux “La Marquise” series, comes in 14K 
. . . , —— i ‘. 
| gold with six diamonds. $165 FTI. From Jean 


R. Graef, Inc., 610 Fifth Ave., New York. 





< ttaties 
AP att? J 
as a “®. 


a $24 


Prices KEYSTONE 


Kegency Creations, One. 


45 WEST 46th STREET © NEW YORK, N. Y. ® Circle 7-6311-2 





SHANKS | They're New . . 


14 KT GOLD AND PLATINUM 


Solid inside airline 
shoulders. die-struck 
Fancy shanks, hollow 


inside. die- struck 





Shanks with swedged- 

“Ovivo” battery clock has brass case with 
black polished sides, can be used on desk or 
enough to set meles or | hung on wall. Guaranteed against mechanical 
OF defects for 90 days after purchase date. $ 19.50 

© FTI. From Marshall Watch Corp., 545 Fifth 
able in yellow or Ave., New York. 


white 14 Kt. 


Special Price Con 
sideration to Quan- 
tity Users 


Write Today for | @ 

oe io : os Fen anana ale 
alogue Containing : 
the Most Complete 
Line of Castings & 
Findings. 


on white trims, heavy 


One of a new series of watchbands from 
Gemex, called “Etchings.” This model features 
° ° ° a aided checkerboard pattern etched into 

\ elalelarclim mialediarcacm he) ae) dhe-dhide 28 thee: Aiike. Avattuble tn gli Blked 


125 West 45th St. - New York 36, N. Y. - JU 6-4842 or stainless steel. 











—— — | 


SALESMEN WANTED | 


Salesmen to sell Semi-Mounted Diamond Rinas 

: ' : “Lark,” Vv ¢ smporary sterling design 

in Platinum & Gold, set with Tapered and Fancy Lark,” new contemporary sterling d¢ —_ 
D; eriany P d follow; from Reed & Barton, has gracefully tapering 
— s. MiusT Have experience Gnd ronowing | handle. A similar pattern, “Star,” featuring 

with semi-mounted ring buyers. All territories | a star motif, is also available. 

open with this low price, fast selling line from 











a large well established manufacturer. Large 
drawing to right man, possible earnings $25,- 
000-$50,000. All replies are confidential. 


Address, "P 5873," care of JC-K 








First Desk Set with jj 
$1.00 features for.. // .. only 


Truly a handsome, well mare set, with your hz 
gold imprint (5 lines maximum in block, seript {gee 
or italic) on base, plus Free gift box. Min. jf Bess Ga. 


order, (00. t-col. Newspaper mat sent free 
for your promotion uses. 


' j In Hundred Lots 

Several ways desk set is being used: Be . 

TO OPEN NEW ACCOUNTS. TO RE- T eee “Chronomaster,” said to combine the func- 
PEN CLOSED A - prepaid | . 

0 BA pe Fae = Bg B+ 4 check —— tions of two or three ordinary chronomatics, 

panies order. | . 

Sart. FOR SRASUATION. Write for | | acts as a time-out stop watch, stop watch, 

FREE : . : . ’ 

a eS Oe ee ee Oe sample. aviator’s watch, skin diver’s watch, doctor’s 

doesn’t specify aot ~~ B an = | watch, time zone watch and conventiona! 


Terms: Net 10 days F.0.B. Factory. ats _ . oa ae ratarnrs ‘ 

ye ge AB watch. Movement is 17-jewel, waterproof and 
shock-resistant. $100 retail. From Croton 

GOLDNER ASSOCIATES | Nivada Grenchen Watch Co., 404 Park Ave. 


P.O. Box 2703, Nashville, Tenn South. New York 

















NOW! AN ENTIRELY NEW OPPORTUNITY 
TO MAKE BIG PROFITS — WITH NO INVENTORY 





MOTHER'S RING 


First new idea in rings since the engagement ring 





SMALL INVESTMENT 
We have prepared for your 
introduction and presentation 
of the MoTHER’S RING the 
following: 


One display ° 

A beautiful Lucite display 

in which one three-stone 
MoTruer’s Rinc and 12 
birthstones are imbedded. 
Two sample rings °* 

One four-stone ring and one 
five-stone ring so customers 
can examine this high quality 
ring closely. 

Newspaper mats °* 
Proven pullers. 

100 Folders giving 
description and telling of the 
romantic story behind ring. 


YOUR TOTAL INVESTMENT 
ONLY 67.50 - FROM HERE-IN 
YOU SIMPLY FILL ORDERS 


Twin bands of Gold for Mother and 
Father—Birthstones* signifying each child 


Every day millions of mothers celebrate a birthday 
or wedding anniversary. Every day millions of 
husbands and children have a good reason to give 
Mother the gift she will cherish above all others 

- the MoTHeER’s Rinc. No other gift has such 


significance for Mothers — nor so much appeal. 


We doubt if you ever have had such an oppor- 
tunity to build profitable volume fast — with no 


inventory ! 


Already a success in country’s most 
competitive market — mail order 


Originally introduced through mail order advertis- 
ing, the MOTHER’s RING proved an instant success, 
ordered sight unseen by thousands of newspaper 


readers throughout the country. 


Think how many sales you will make when cus- 
tomers can actually admire the rings beauty right 
in your store! (The MotTuer’s RING is now sold 


exclusively through jewelers.) 


Famous New England jewelry stores and chains 
are reaping big profits with the unique MoTHER’S 
RING. Many send slowing reports of sale after sale 


as a result of “word of mouth” advertising. 


No Inventory! 
Because each MOTHER'S RING is custom-made, you 
carry no stock. You simply display a sample, for- 


ward orders to us for prompt handling. 


MOTHER'S RINGs are made in either white or yel- 
low 14K gold and designed so that stones can be 


added at a later date. 


Retail prices ( Keystone ) as follows: 
$25.00 with one stone $35.00 with three stones 


$40.00 with four stones 
ete. plus tax 


$30.00 with two stones 


“Synthetic 


I. ALBERTS’ SONS, INC. 
EXCLUSIVE DISTRIBUTORS 
373 Washington Street, Boston 8, Mass. 


33 








They're New... 


ALL NEW 
CHARM CATALOG 


Completely 
lustrated 


CHARMS— 
ACTUAL SIZE 


>)\\ Completely 
= Indexed 


“Three Roses” (111/173) wall clock is hand 
carved of Swedish linden wood, highlighted 


with 22K gold leaf. Clock strikes on hour 
& CHARMS SOLD DIRECT and half hour, has 14-day movement. Guaran- 
teed against factory defects for one year. $130 


TO THE RETAILERS retail. From Westerstrand International Co., 
8-10 Bridge St., New York. 
@ IMMEDIATE DELIVERY 
e NO MINIMUM ORDER 


‘ 
With our Attleboro, Mass. factory in the midst of SOOO oe Re BR 
the manufacturing center for volume priced gold 


and silver jewelry and our service shop and com- 
. . Links in “Jewel” ladies’ watchband are set 
plete inventory in New York, GENERAL CHARMS with rhinestones. Jeweled clasp has wispy 


INC., is in a position to offer IMMEDIATE DE- guard chain. Available in white only. $14.95 
) ‘ FTI. From Flex-Let Corp., 580 Fifth Ave., 
LIVERY on Volume Priced QUALITY charms. aa Waal 


We earnestly solicit your business. 


GENERAL CHARMS 


Walter Lampl, Jr., Pres. 
48 WEST 46 ST. N. Y. C. 36, N. Y. 
JU 6-7807 


GENERAL CHARMS 
48 W. 48 St., N. Y. C. 36, N. Y. 


[] Place my name on mailing list 


[] Send Free Charm Catalog 


Tie clasps are available with a variety of 
| emblematic designs or in plain or Florentine 
store Name .. finish. Made of 14K yellow or white gold, 
with alligator spring clip. Emblematic clasps, 
$10 Keystone; plain or Florentine finish, $7.50 
Keystone. From Wefferling & Berry, 8 Rose 
St., Newark, N. J. 


Name 


Address 











SULAR-KEYSTONE, MAY 1960 
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Increase your Sales 


and Profits by having 
ALL the Sterling Flatware Patterns 








at your fingertips 





This book is a necessary selling tool. 
Used every day by jewelers across the 
nation, it contains actual-size illustra- 
tions of active, inactive and obsolete 
sterling silver flatware patterns made by 
manufacturers in this country. 
Easy-to-use, this valuable reference 


book has a complete index which lists: 
® the manufacturer's name 

® the pattern name 

@ the current status of every pattern 


® With binder $27.50 @ Without binder 


$17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 





The Sterling Flatware Pattern Index 
is handsomely printed on heavy coated 
stock and is conveniently prepared in 
loose-leaf form. Kevision sheets are 
made available at reasonable cost every 


few years. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 


WARE PATTERN INDEX. 
With binder $27.50 Without Binder $17.50 
1958 Revision sheets $6.75 


Check or Money Order for $.... 


Name 





is enclosed 








Bulova Advertising 
is best 
by a dam-site! 





As Graduation Day draws near The market’s there... 
Lots more Bulova ads appear the money too! 
Reaching relatives, Moms & Dads The stage is set... 
Uncles & Aunts and pals of grads! it’s up to you! 
They like our styles; they know our line. Promote: 
They’re ready for a gift that’s fine. Feature! 
For Bulova is...across the nation... And Display. 

The favorite gift for Graduation! The gifts that send “CHIPS” your way! 


Bulova national advertising puts real teeth into your 1960 graduation selling efforts! Because 
{ out of 5 people in your trading area will be seeing BULOVA ads. 

You are backed with the largest magazine campaign in Bulova history. It will consist of a 
real flood of dominant space ads in Life, Look, The Saturday Evening Post, Reader’s Digest, 
Bhony and Sunday Newspaper Color Sections. Plus special appeals to the youth market— 
with ads in Seventeen, Senior Scholastic and Scholastic Roto. 

REMEMBER BULOVA WATCH TIME ON RADIO? Once again, Bulova will flood the air waves with time 
signals and specific, hard-hitting commercials on quality watches and quality Jewelers who 


sell them. 


RESULT? Competition for graduation gifts will be absolutely stwmped, if you use all the 
Bulova tie-in materials you receive. For while competitors are sitting on their tails... you, 
Mr. BULOVA Jeweler, will be busy as a beaver ringing up sales. 








| Thev re New... 





Waltham’s “Skin Diver” is guaranteed to be 
waterproof down to a depth of 300 feet, has 
luminous dial that can be read in total ab- 
sence of light. $85 retail. From Waltham 
Watch Co., 231 S. Jefferson St., Chicago. 


“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 


TROPHIES 


. 














Seamless, machine-turned wedding bands in 
ae matching designs for bride and groom feature 

Specializing | : 3 : 

five diamonds from one to five points each, 

in Custom Awards set in yellow gold with white swedged insert 

a € r , ” ‘ ‘ € ‘le Re ] +7 no 

hor every event... or all white gold. From Karlan & Bleicher, 

Inc., 136 W. 52nd St., New York. 

every purpose. 


a complete 

standard awards, 

L. maintains a staff of 
| design 


special 


Write for free 30 page full 
color Catalog and price list 


showing the complete line 


of R. & L. Trophies. 


R & L MANUFACTURING C0 Salt and pepper set features sterling silver 
- o « 


design on crystal, rhodium plated tops. Guar- 
10 N. 26TH STREET, KENILWORTH, NEW JERSEY anteed not to tarnish or chip. $7.50 retail, in 

CHestnut 5-8560 lots of four or more. From Silver City Glass 
Co., Meriden, Conn. 

















% Even the French — 
a word for it — are hard pressed 
describe in one word the most 
eminent quality of emblematic 
jewelry by IRONS & RUSSELL. 

















GENERAL FRATERNAL TIE TACK 

ASSORTMENT (No. TT 1) 14 K GOLD — 

12 gift-boxed items on attractive counter 

display. Keystone $60.00 (All tie tacks 
retail for $5.00 each.) 

Also ALL-MASONIC (and affiliated bodies) 

ASSORTMENT (No. TT 2) 


( IRONS & RUSSELL CO., 
Providence, Rhode Island 





LETTERS... 


Greeting Cards 


To the Editors: 

We certainly appreciate the space 
that you gave to the story of greeting 
cards [January 1960] and we hope that 
it will inspire many more fine jewelers 
such as Stan Friedman to take advan- 
tage of the possibilities that can be de- 
veloped through greeting cards. 

We have already had several inquiries 
from jewelers throughout the country 
and expect to have many more, thanks 
to vour fine article. 

ELLIOTT ROBERTS, 
New York Hallmark Cards, Inc. 





pe “7 Elgin School’s Closing 
Hoffman & Son. Jewelers and Optometrists of Rockford, Illinois, 


. : ' 2 ° 
Switched to North White For Natural Daylight Every Day T 0 the Edits yrs: 


‘‘DIFFERENCE BETWEEN In your March issue you carried a 
OLD LIGHT AND letter from E. L. Berner, vice president 
NORTH WHITE of H. C. Kirkberg Jewelers, Inc., Fort 
—_—_————— Dodge, lowa, commenting on the closing 

IS LIKE of Elgin Watchmakers College. 
DAY AND NIGHT!” Since you have many readers who are 


pa interested in the horological field, you 
ROCKFORD—“We have 22 NORTH WHITE may wish to publish portions of our re- 
40-watt fluorescent tubes REFLECTORS and FLUORESCENT ply to Mr 
in the ceiling fixtures and LAMPS for Store Windows | “dina 
the difference. between ond Interi | o ... Believe me, we here also have a 
‘the old light and North | very real interest in the proper train- 
White is Hie day and toe Gk tee Ss ing and instruction of watchmakers 
night. The store is much “S"- ‘eo! tor | S : | akers. 
brighter and the light is weeew displays. However, we do not feel that the ¢ ollege 
whiter—which is impor- cit ea gy is the answer. 
font oe the jewelry busi- especially for “The College Was originally Set up as 
ness! We put 200-watt jewelry display : ; ; — , 
reflector lamps in the fiehtine a non-profit organization to train watch- 
one window tonight and pap 9g 150 watt e! makers nationally in the proper servic- 
they too make a@ tre- jamp. Excellent for | ing of Elgin watches. With enrollment 
mendous difference when interior displays. ba “vei a 
compared to the other Beams greater dis- dropping year after year until it hit a 
window with the Pana tence thon R-40. [iia low of 44, the school simply wasn’t per 
nary type amps.” oe Ee: et For | 





Lovis M. Hoffman 


Berner. It follows: 


forming the function that it was in- 
tended for. 

‘Some other method had to be devised 
to inform a large number of watch- 
makers about the newer developments 
in Elgin watches. As a result, the money 
we spent to operate the college has been 
’ VWERD-A-RAY diverted into a technical information 


coORP ORATION program. 
ees Ne “I’m sure you’ve already seen some 


ore 17,000 consumer hour. 


Direc! factory soles representatives throughout the 


Unie Site Canaan's Yard Ray Indes of the results of this program. Our new 

Elgin Service Manual, published slightly 

over a year ago, is one of the approaches 

we are now using to keep watchmakers 

informed and up to date in the servicing 
of our watches. 

“Another thing we have done, in lieu 


BBB. PPD SD IP Pe ND AD DOD AD Oe 


Send to 


. 
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State 


| 





: 


FRAO OA SRA E mM 


te pee 


téw est Gad owes . “aa #2 eee ae me 


40 





COUNT THEM—ONLY HAMILTON HAS 


¥ 
iclfeppro STYLES! 


DIFFERENT 


Over 50% of all men’s watches sold are 
waterproof. Now Hamilton adds a sales-com- 
pelling plus—Weatherproof*—smartly styled 
watches with built-in protection against dirt, 


dust. moisture and water. 


Behind Hamilton’s selection. the largest in 
the world (see photo). is Hamilton’s hard- 
selling, co-ordinated advertising and promo- 
tion campaign. Dramatic color advertise- 
ments in Sports Illustrated, National Geo- 
graphic and The New Yorker coupled with 
dealer newspaper mats, radio scripts, litera- 
ture and exciting motion displays. make 
Weatherproof the most completely promoted 
watch of its kind. 


[his entire promotion is keyed to sales— 

sales at full profit across your counter. The 

watches are the ones your customers want, 

the advertising directs them to you the 

Hamilton Jeweler and the promotion mate- Largest selection in the world—Hamilton’s line of 129 Weatherproofs in Con- 
rial helps you clinch the sale. Take advan- ventional (men’s and women's), Automatic and Electric? models. 

tage of a real profit opportunity and call your 


Hamilton sales representative —today! 


HAMILTON WATCH COMPANY. LANCASTER, PA. 


HIANIIL.TON 4. 


«x Waterproof. dustproof, provided origina THE UNMISTAKABLE LOOK OF LEADERSHIP 


seai is restored if opened:for servicing 


Patented] 











GRADUATION CHARMS 


vy Fé 











Here is a beautiful line of charms and 
ie brooches for your spring school sales. 
be Use Fisher’s vast charm line for every 

occasion. Quality, price and service @ _ 


unsurpassed. Why not have the best? eure 
They cost no more! le ss | 


Made in U.S.A. Catalog on request 


Order now through your wholesaler 


J. M. FISHER CO. Attleboro, Mass. 











“Pearls of Wisdom” 
“Orienta™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 


of the College, is to produce a technical 
film on our new DuraBalance, which has 
already been seen by 15,000 watch- 
makers nationally. 

‘In addition we have set up a speakers’ 
bureau to meet the requests of watch- 
making guilds. Through this bureau we 
send out technical speakers to lecture 
and teach before watchmaking guilds 
and associations. We honestly believe 
that these newer methods get informa- 
tion about Elgin watches out faster, 
and to an immensely larger group than 
we could reach through graduates of 
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Elgin Watchmakers College... .’ 
WILLIAM E. KOCH, 
Vice President 
Marketing Department 

Elgin, Ill. Elgin National Watch Co. 


Semantics of ‘Synthetic’ 
To the Editors: 

There is considerable agreement in 
the industry that the word ‘“‘synthetic,”’ 
while a badge of honor in the trade, is 
misunderstood by the public. The latter, 
by and large, believes the word to be 
synonymous with “unreal” or “paste,”’ 
and fails to understand its meaning as 
‘a synthesis of nature’s process.” 

As long as the word “synthetic” is a 
mandatory prefix to all words describ- 
ing an industry product with essential- 
ly the same physical properties as those 
of a natural stone, repeated efforts 
should be made to convey the real mean- 
ing of the word “‘synthetic” to the buy- 
ing public. 

A first step in this direction requires 
a wider recognition of Professor Ver- 
neull’s great achievement in synthesiz- 
ing corundum gem material some 50 
years ago. It is a sad fact that encyclo- 
pedias do not give such recognition . . 
to the man whose epoch-making inven- 
tion makes it possible for the public to 
enjoy “nature-reproduced”’ gems at rea- 
sonable cost, and for wrist watches and 
billions of other time and metering 
instruments to run smoothly. 

The “indignity” of the word “syn- 
thetic” can be erased by explaining it 
contextually in terms of its real mean- 
ing: viz., through the use of the noun 
‘synthesis’ or the verb “synthesize.” A 
first step in this direction would be to 


‘ ‘ 


(please turn to page 47) 





$20 gold piece 
pocket watch (shown open) 


$800 pilus tax 


$20 gold piece 
wrist watch (shown closed) 


$820 pilus tax 


Sculpted Gold 
$240 plus tax 


TECHNICAL PERFECTION... PURITY OF LINE... 


The key to perfect time by 


CORUM 


WATCHES 


A COMPLETE SWISS IMPORT Sold by leading jewelers all over the world 


TESSCO JEWELRY CREATIONS © 666 5th AVENUE, NEW YORK 19, WN. Y. 





Are you a good judge of 


ring cases? 


A first prize of $100 makes this new Dennison Style Contest well worth entering. 
How did these six Dennison Plastic Ring Cases rank in actual 
sales in 1959? If you can put them in the actual order, you may be the winner. 
Fill in the coupon and mail it no later than June 15. 


7250X — This ever popular pearl 
plastic heart with its graceful dome 
and flared filigree base captures at- 
tention in all displays. In white and 


blue. ‘we. 


ee 


6850X — A waffled top highlights this 
unusual combination of severe lines 
and gentle curves. It represents 
modern design at its eye-catching 
best. In white, blue, yellow, black 
and gray. 


9050X — This low priced leader, in 
white, blue, pink or black plastic, 
features a distinctive design that 
focuses flattering attention on any 
ring. 





6250LX —- The ageless appeal of this 
continuing favorite is based on a 
clean-lined combination of embossed 
and debossed designs. In white only. 


a, 


6350X - Lustrous pearl plastic, 
fluted base and gold leaf cover design 
keep this single ring case on the best- 
seller list. In white only. 


a 


6450X —- Gold leaf decorations on top 
and front add a luxurious touch to 
simple lines... suggest quality far 
above its price. In white, blue, yellow, 
peach, gray and black. 


Helping you compete 
more effectively 


Dennison Mfg. Co., Advertising Department, Framingham, Mass. 


RULES 


if sales (one thnrouen six 


- '\4 we 


. One entry per person. 


7250X 
6250LX 
9050X 


. Contestants must be employed bya retail store or 
jewelry department of a retail store on the 
JEWELERS’ CIRCULAR-KEYSTONE circulation list 


. Entries must be postmarked no later than June 15 Name 

. Allentries become the property of Dennison Mfg 
Co.; and the decision of the judges is final. Store. 

. The correct entry with the earliest postmark wins 
the $100 first prize. All other correct entries win 
one dozen Dennison Ring Cases. 


Street 


City. ... | ree Jueaaed .... state... 


‘seeeeeeseeeeeeeeeeeeeeeeeeeeeeaeeee 





you need only 2 watchband lines 
to sell one watchband 
to every customer 


The leading nationally advertised brand 
in the premium price range 


DUCHESS BANDMASTER in the 
popular price range 


Some customers will pay ten dollars or 
more for a top quality “name” brand. 
Most of them won't. Show him a 
DUCHESS BANDMASTER first— 
link for link, equal in quality, design 
and construction to the highest-priced 
nationally advertised bands. 





You'll give the customer change from 
his ten dollar bill—you've made a sale. 





Priced from way down to just under 
the high-priced bands, DUCHESS 
BANDMASTER’S price range is one 
in which you'll ring up more sales, and 
make the profits you can’t make with 
underpriced bands or overpriced bands. 
And DUCHESS BANDMASTER aual- 
ity wins and holds customers. 

Strike up with BANDMASTER— 
ask your wholesaler today for DUCHESS 
BANDMASTER. 





Worn as original equipment 
by America’s finest watches. 


a < 


a 
¥ 


What DUCHESS gives you: 





1 Quality, design, and construction equal to—and ‘ 


+ , , ; 
better than—bonds selling for more. A full 


¥ 
line of styles for men and women. , \\ \ 


s) ‘Custom-Size'’, Bandmaster’s patented no-tools sizing a 
_ 


itd ,. 
. , ee Seng ee - % % oe 
feature, easiest, fastest. » , * 


3 No loading-up. You buy only as many Bandmasters as you want. 
. 
You don't get stuck with heavy, costly inventory on ‘‘deals”’. 


4 Compact, practical displays that help sell without hogging space. 
“Ke ; : . : 
Free with standard, pre-selected ladies’ and men's assortments. 


Economically designed so that their cost isn't passed on to you 
in higher bond prices. 


29 


uch JEWELRY MANUFACTURING CORP. 
300 OBSERVER HIGHWAY, HOBOKEN, N. J. 





LETTERS 


(continued tro 


encourage the trade to do so; a second 
step could and should consist of com- 
munication with the editors of the lead- 
ing encvclopedias of the world, result- 
ing in recognition in their columns of 
Professor Verneuil’s work. 

Proper recognition in the leading 


encyclopedias of Verneuil’s' mineral 


synthesis could then lead to the distri- 
bution of “reprints” to the schools, col- 
leges, trade associations, jewelry stores, 
magazines, newspapers, etc., and there- 
by stimulate the buving public’s under- 
standing and appreciation. 


New York, N. Y. Ww. C. VON CLEMM 


Pin-Levers 
To the Editors: 

You are to be congratulated for pub- 
lishing Maurice Goldberger’s article on 
how jewelers can build watch sales on 
today’s market (February issue). 

It isn’t a simple problem. Believe me, 
with three stores, | know what a job is 
ahead of us. Jewelers are not happy 
about the situation, but let’s face the 
facts. ; 

New ideas are needed—new thinking At your service all ways... 


—new enthusiasm. Articles such as 
Goldie’s are sure to help. Thanks so | “THE LINDLEY MAN’’ 
much for publishing it. 
EDWIN FREED There’s virtually no limit to the ways “The Lindley 
Elmira, N. Y. Alpert’s Man” can serve you. He can, of course, provide you 
with the finest retail boxes for your needs. But, more 
than this, he can help you keep your supply in proper 
balance... plan your orders for quantity-purchase ad- 
Mineral Catalog vantages ... even, upon request, put Lindley box-design 
To the Editors: specialists to work for you. Learn to depend on “The 
We would like to make a correction. Lindley Man.” You'll have the retail boxes that increase 
Our catalog of mineral specimens | men- store prestige ...turning more of your customers into 
tioned in “Do It Yourself Diamond steady customers. 
Show,” page 72, April JC-K] is 50¢; 
not 25¢ as the article stated. 
DONALD PARSER Contact “The Lindley Man’ . 


a card or wire will start you 
on the way to better packaging. 


a. 
LINDLEY 


A. G. Parser, Inc. 
New York, N. Y. 





BOX & PAPER DIVISION 


Marion, Indiana 


In writing to the editors, address JEWELERS’ 
Dine Cee Ded & Chante bee [FEDERAL PAPER BOARD COMPANY, INC. 


Sts.. Philade Iphia 29, Pa. 














es you more to talk about, more 


“STAR-MIX” 2-SPEED BLENDER 
A. Model 10Al 


RADIANT “INSTANT” HEATER 
B. Model 9C2 


AUTOMATIC “INSTANT” HEATERS 
C. Compact Model 9B1...$19.95* 
D. De Luxe Model 9A2....29.95* 


FULLY IMMERSIBLE FRY PANS 
E. Model 8C1 (stainless). .$22.95* 
F. Model 8D1 (aluminum) 14.95* 
(Control & Covers extra) . 
DE LUXE ALUMINUM FRY PANS 
with built-in thermostat 
G. Model 8Al (11”)......$199 
H. Model 8B1 (12”)...... 24.95 
(Fry Pan covers extra) *" 4 “7? 
3-SLICE TOASTERS 
J. Model 1C4 Powermatic $34:95 
K. Model 1C5 Automatic . 29.95 % 
CUP-A-MINUTE COFFEE MAKER a 
L. Model 5D1 
GRILL AND WAFFLE BAKER 
M. Model 2D3 
Combination $34.93 
N. Model 2D2 (Baker only) 21.98 
STEAM AND DRY IRON 
P. Medel 4B2 
“FEATHERWEIGHT” IRON 
R. Model 4A4 
2-SLICE TOASTERS 
S. Model 1824 Automatic . $21.06" 
T. Medel 1821 Automatic. 17.95* 
U. Model 1816 Powermatic 29.95" 0» 
HOME HAIR CUTTING SETS : 
V. 6 Piece Set (13A1-6S). .$10.9 
W. 12-Pc. Set (13A1-12S) .. 17.95* 
9-Pc. Set (13A1-9S not Nae 
GROW < 6 vs 5 xbnduea 12.95* ; ae 


Here’s how to build 
sales and profits with the 
complete TOASTMASTER 
Quality Line 





*Manufacturer’s suggested list price 


Build more profits into your electric 


~ housewares department by selling the com- 


plete Toastmaster line. There may be one 
or two popular products in any complete 
line which are too competitively priced in 
your area for adequate profit. By handling 
the complete Toastmaster line you can 
SELL UP... or suggest other Toastmaster 
appliances not so competitively priced... 
with greater profit for you. This strategy is 
not new. It’s been used for years in major 
appliances, automobiles, etc. It works. It 
will work for you! 

Remind your customers—‘“Toastmaster 
quality is remembered long after the price 
tag is forgotten.’ Toastmaster appliances 
STAY SOLD. Sell the complete Toast- 
master line. Build your profit! Call your 
distributor now! 





The TOASTMASTER"Cup-a-minute” Coffee Maker 


BREWS UP TO 10 CUPS 
OF DELICIOUS COFFEE 
Fast...quiet...and it 
makes up to 10 cups of 
coffee, mild, medium or 





strong, according to indi- 
vidual preference. 





Modei 5D] $9995" 


STYLED LIKE FINE STERLING 
Graceful, gracious design that any 
women would be proud to have on 
her table. 10-cup capacity. 


CONTOURED POURING LIP—Scien- 
tifically designed and contoured 
pouring lip makes “no-drip" pouring 
a reality. 


“AIR-FLOW" SPOUT—Engineered 
with dual ports to prevent “air-lock.” 
Made of easy-to-clean stainless steel. 


BEAUTIFULLY FINISHED INSIDE—The 
quality of this coffee maker is imme- 
diately apparent when you look in- 
side, because it has a beautiful chrome 
finish there, as well as on the outside. 


5-POINT STAINLESS STEEL CONSTRUCTION 
Quality crafted with Flavor Dome, spout, 
pump, inner base and well all made of easy- 
to-clean stainless steel. No metallic taste. 


TWO HIGH-WATTAGE HEATING ELEMENTS 
One heating element controls brewing cycle. 
Separate heating element for warming. 
Both elements thermostatical!y controlled. 


SILVER-SOLDERED CONNECTIONS AND TERMINALS— 


CONTOURED |e 
POURING 
Automatic Coffee Maker LiP 


we 


INCREDIBLY FAST! STARTS PERKING 
IN JUST 20 SECONDS. MAKES DELICIOUS, 
FULL-FLAVORED COFFEE AT THE 


RATE OF A CUP A MINUTE. 


Know the features that makethe sales... 


and you'll close more sales 


at better profit! Let’s look at the way this beautiful Toastmaster 
Automatic Coffee Maker is made! It’s loaded with exclusive features, 
convenience features, quality features... all helping you sell! 


“FLA VOR-SAVEp Pi 
BREWING 





Electric connections and element terminals are silver soldered for greater durability. 


MR. JEWELRY STORE OWNER: 


Use Toastmaster quality appliances as profitable ‘‘add-on’’ 
volume builders. Each time a customer enters your store to 
make a payment on a ring or watch, show and sell the jewel- 
like craftsmanship of Toastmaster appliances. Know the 
Toastmaster quality features just as you know the features of 


INSULATED 
HANDLE 


““FLAVOR-SAVER" BREWING SYSTEM 
No boiling water can ever touch the 
ground coffee. Precise temperature control 
prevents release of rancid coffee bean 
fats, achieves fuller flavor and croma. 


INSULATED HANDLE—Specially designed 
to protect hand from touching coffee 
maker body. 


SMOOTH, GLOSSY 
BAKELITE HANDLES 
AND BASE—Made 
in special chrome- 
plated dies to achieve 
extra-smooth, extra- 
glossy finish. 


COPPER INNER 
CONSTRUCTION 
Expensive copper 
body shell is nickel- 
plated, then chrome- 
plated to achieve du- 
rable, lasting beauty. 


INDIVIDUAL 550 W "KEEP 

WARM" ELEMENT—Sepa- 
rate, thermostatically control- 
led high wattage element keeps 
even a full pot of coffee at 
perfect drinking temperature. 


GEYSER-ACTION PUMPING SYSTEM 
Distributes perfectly heated water 
through all the ground coffee with ex- 
ceptional speed fo gvarantee finest 
possible flavor. 


PRECISION-BUILT “INTAKE GATE” 
“Intake Gate” on stainless steel pump 
is built to exacting .006 tolerance to 
insure faster, steadier pumping at all 
times. 


SOLID WIRE LEADS—Durably con- 
structed in the Toastmaster tradition 
with solid wire leads for great strength, 
lasting performance. 


Use this ad to train your salespeople. 
For extra copies, write direct to Dept. J-56 


the fine watches you sell. Add to your reputation as an expert 


who sells only quality products. Customers who buy Toast- 
master appliances will return to you to buy, again and again. 


TOASTMASTER DIVISION 
McGRAW-EDISON COMPANY 


TOASTMASTE <7 
Shit tn Eleclue Aomewes 


‘‘TOASTMASTER"™ is a registered trademark of McGraw-Edison Company, 
Elgin, Illinois, and Oakville, Ont. © 1960 
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MEGRAWE > Guaranteed by 

: Good Housekeeping / 
EDS ONe eee 

















Sopwv»vE-DLMAMIMEAT 
/ 
SPONSORS EXCLUSIVELY 


WORLD WIDE 60 


The sensational series of documentary profiles of the great 


and urgent world and domestic issues of the day 


6 Full Hour Programs 


Over the Entire NBC Televiston Network... 
Coast-to-Coast 


APRIL 16 ¢- APRIL 23 - APRIL 3O 
MAY 7 + MAY 14 - MAY 28 


9:30-10:30 PM Eastern; 8:30-9:30 PM Central; 7:30-8:30 PM Mountain: 
9:30-10:30 PM Pacific Time 


A TREMENDOUS SPRING PROMOTION FOR THE FINE QUALITY WATCHES OF 


Longines-Wittnauer Building ¢ Fifth Avenue « New York, N.Y. 
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() rr. VILE CARD: Know those really 
; ! 


ough ereeting cards. the ones 

you stifle a snigger over and then 

put way back in the rack--or send 

to a friend signed “Julius Caesar o1 
“Henry VIIT 7 

Well. vou may have to go to Place 

Pigalle to buy them in the future if 


The (,! eeling { ard Assoc} ition has 
its way. 


lhe GCA. 


creeting card publishers. wants to pul 


| i 
representing leading 


the knife to the smutty cards and has 
offered its cooperation to the | “3 
Post Ofhce Department to weed the 
real hair raisers out of the mail. 


The campaign will be continued 
indefinitely. a GCA spokesman said. 
‘“hecause the Association feels that 


the ereeting card industry cannot 
jeopardize the high regard and wide 
acceplance of its product as a dis 
tinctive means of sentimental com- 
munication by permitting objection- 
able greeting cards to go unchecked.” 


Straighten up and fly right. 


| aang S(N)AKES' “SO help me 
F 1 saw them!!! No. no. honest. 
Mac. | was dead sobey But | saw 


them!!! Snakes, big live ones. in a 


CIRCULAR-KEYSTONE 








SPEAKING OF THE JEWELRY TRADE 


ieweler s window. And there was this 
cuy in there spinning records. too. 
on and Oni and on. like he Was a 
broken record or something!” 

We had our slightly disturbed in- 
formant committed to a local rest 
home only to learn that he spoke the 
truth. 

Last August. Zale s downtown store 


it} Denver turned its show window 


“<nake 


over to a radio station tor a 
pit’ endurance contest. 

\ dise jockey equipped with turn- 
table was installed in the window 
with a bevy of “poisonous — snakes 
lor companionship. Purpose was [to 
have people guess how long the jock 
could continue broadcasting without 
sleep. 

Jale's got trafhic plus out of the 
extravaganza. More than 50.000 


people crowded into the store to 


register their guess as to how long 
locke, 


\nd the prizes awarded by the sta- 


the diss could keep it up. 
Lion. topped by a first prize ol a 
>1.000 diamond ring, were bought 
irom... vou guessed it! Zales! 

\ slightly unorthodox promotion. 
eranted. but one which proves he- 
vond doubt the versatility of the 
humble show window. 


Wanna rent a cobra? 


Drocress’ Foory! Bill DeMatteo 

is old fashioned and proud of it. 
In fact his livelihood depends upon 
his not keeping up with the times. 

\ master silversmith. Bill is pro- 
prietor of the “Sign of the Golden 
Ball” in Williamsburg. Va.. an au- 
thentically reconstructed 18th = cen- 
tury silver shop. 

l sing ancient tools and = archaic 
methods. Bill hand-fashions beautiful 
articles in silver for celebrity and 
alike. 


Instances of his silver 


cComMmonel 
crattsman- 
ship include a_ hand-forged town 
crier s bell for Sir Winston Churchill. 
reproductions of George Washing- 
ton’s riding crops for Queen Eliza- 
beth and Prince Philip, and a silver 
compositor s stick for the Lord 


5? 





A 
COMBINATION 
THAT 

MEANS 


SALES 
FOR 
YOU 


BOTH 
BY 


Carl-Art’s 

fine quality 
jewelry and 
original charms 
offer a “one-two” 
combination that 
will ring up 
more sales 

for you. 

Be sure you 

are well supplied 
with Carl-Art. 


SOLD 10 WHOLESALERS ONLY. 


CARL-ART ING. rprovivdenNce 


New York Chicago Los Angeles 





Mayor of London, a printing execu 
tive. 

bill's work has won him the 1960 
American Institute of 
\rchitects Craftsmanship Medal; it 


award of the 


was presented to him at the A.I.A. an- 
nual convention in San Francisco 
\pril 18-23. 

ln Colonial Williamsburg it pays 
to be a couple of centuries behind 
the times if you have the native tal 


ents of a Bill DeMatteo. 


ha, ET H: When a man gives up 
+ 


promising banking career fo: 


horology and jewelry—that’s news. 

Such is the case with Earl Stace, 
of Auburn, N. Y. Although at onl\ 
27 he had risen to the position of 
manager of the Jordan. 
\. Y., branch of the Merchants Na- 
tional Bank and Trust Co. of Syra- 


cuse. Stacy 


assistant 


maintained an arde nt 


interest in his hobby of repairing 
watches. Then. the hobby won out! 

Turning from banker to jeweler 
Stacy joined the staff of George A 


Y ork. 
Skaneateles. N. Y. 


Auburn and 


Besides working 


jewelers of 


SInNis 





with watches and jewelry, he ll serve 


as general oflice and credit manager. 


= 


ior a wristwatch commercial 7 


STUFF: Got a bratmstorm 


|| you haven t you must be an ec- 
centri » <a odd ball. an outsider. 
vervbody. but everybody, has 


' 
new schemes tor pulling watches 


through thei paces before the T\ 
camera. 

\mong the suggestions received by 
one manufacturer to show the sturdy 
stuff its watches are made ol: 

Put a watch on each of an octo 
pus s tentacles, then dunk him. 

boil a watch in a pot ol coflee (the 
sugvester had inadvertently done just 
that. and the watch survived). 

llave a man wearing a watch jump 
from a 12-story building into a net 
while firemen douse him with hoses. 

coester noted: “This will vive the 

ch both the water test while hes 


and the impact test when he 


Vou top these 7 Sure. vou can. 
the leash off vour creative en- 


(40. man. £o. 


"She wants to know if that watch had the outboard motor test 


BR CKS FOR BOOMS: That big bang 

needn't bust you next time a jet 

flier cracks the sonic barrier in the 
vicinity of your store. 

In response to pleas from business- 


men. Internal Revenue Service has 


ruled that damage from sonic booms 
is a deductible casualty loss—ilf it’s 
not covered by insurance. 

Burden of proving damage to 
premises as result of a sonic boom 


is the taxpayer s, IRS states. 


_— BUSINESS: In Britain 
one’s 21st birthday ranks in im- 
portance with high school and college 
vraduation as a “big day. 
british jewelers this vear are work- 
ing overtime selling “majority” gifts 
to voungsters crossing the line from 
carefree youth to calendar maturity. 
Best sellers to young male Britons 
are self-winding watches at around 
hanker after 
(lso popular with 


> 


S30. while the girls 
eocktail watches. 
the lasses are reproductions of Louis 
\LV table watches for use as boudoir 
clocks. 


movement and ati alarm. 


Thev have an eight-day clock 


Perhaps American jewelers are let- 
ting a good thing go by. by not 
making 


rority — 


op rURNABOUT: In past was fas- 
ist. reactionary capitalist trick 


more of that 21st. “ma- 


birthday. 


to sell heroic Soviet worker wrist- 
watch on time payment plan. Was 
deviationist scheme to demoralize 
working class. 

Now is big change in party line: 
is socialist realism to buy watch on 
time. also radios and cameras. 

Since the Communists recently put 
their stamp of approval on time pur- 
chases for a limited number of items. 
the Soviet worker can put down 20 
per cent at purchase. pay rest later. 

Soviet officials say TV sets and re- 
frigerators will also be on the time 
payment scheme in a year. 

Tut! What would Papa Lenin say 


to such bourgeois shennanigans ? 








MEN'S 
JEWELRY 





Simple for Summer 
Flamboyant for Fall 


a. Blue suits are the perfect 
backdrop for blue-grey cul- 
tured pearl tie tacs, with links 
to match. b. Small links for 
spring and summer are ac- 
cented by contrasts of black 
against gold. The conserva- 
tive tie tac, in yellow finish, 
is a favorite for narrow ties. 


c. Sportsmen's motifs turn up 
everywhere, this time on a 
tie tac. d. Design in bold re 
lef gives added eye appeal! to 
the small mini-clip. e. Big 
bold links in frosted onyx with 
English script are in excellent 
taste, mirror English influence 
f. Massive, masculine iden- 


AR-KEYSTONE. MAY 7? 





By JERRY GEWIRTZ 
Jc-K Fashion Consultant 


+ 


tity bracelet comes into its 
Own again as attractive a 

cessory for bold plaids, checks 
and multi-blend = suits. — g. 
Bloodstone is fashion touch 
Stone for grey, set in the very 
conservative mounting now 
preferred by men. It will be a 


‘ear for male adornment 


@ “June is bustin’ out all over” 
igain—with a blooming po- 


tential of gifts for the guys. 
It’s the month for weddings, 
Father’s Day, graduation. You, 
the jeweler, will be competing 
with haberdashers, department 
and specialty shops for 


SLOVes 
that available gift dollar. 

You'll get it if vou show and 
know about the something spe- 
cial and the something rew 
itable for these gift-giving 


SUlL< 
events. 

The “special” is intangible. It 
may mean a leather-tooled box, 


vour assurance of quality, vour 


past performance in suggesting 


the appreciated gift. 
The something “new” is posi- 
tive and concrete. The last dec- 


““National’”’ : 
uM ! (please turn to page 81) 
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WHATS 
HAPPENING 


CO 


WA TCHMAKER 
TRAININGS: 


Leaders of the horological schools explain why enrollment 


has dropped; some say there'll be a shortage of craftsmen 


@® ELGIN WATCHMAKERS COLLEGE recently closed 
its doors. In June 1961, the School of Horology 
of Bradley University will follow suit. 

What are the implications in these and other 
closings? For generations, the watchmaker’s 
bench has been the foundation of many a success- 
ful career in retail jewelry. For the first rate 
craftsman it has been the highway to indepen- 
dence and status as a merchant. 

Are enough young men presently being trained 
in horology to meet the current needs of retail 
jewelry stores? Will sufficient numbers’ be 
trained tomorrow ? 

JC-K sent questionnaires to 72 horological 
schools and instructors in horology at vocational 
schools a few months ago, seeking replies to these 
and other questions. 

At first glance, the response would seem to 
indicate something very wrong with the world 
of watch repair. 
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Seventeen of the questionnaires were returned 
because the addressee was no longer in business 
and 24 questionnaires produced no reply. The 31 
schools which answered supplied enrollment fig- 
ures showing a 66 per cent drop in watchmakers 
in training between 1949 and 1959; this drop 
included a 50 per cent decline in students since 
1954. Though they returned questionnaires, three 
of these 31 schools had closed. 

We know that at least 21 schools (including 
Elgin’s) have gone out of business in the last 
few vears. It is possible that several of the 24 
schools which did not return the questionnaires 
have also closed. 

Enrollment at the schools which returned ques- 
tionnaires totaled 2855 in 1949, 2067 in 1954, and 
only 960 in 1959. Typical was a school which had 
an enrollment of 358 in 1949, 163 students in 
1954, and was down to 61 in 1959, barely one 
sixth of its 1949 enrollment figure. 











FOR SCHOOLS OF HOROLOGY: A TURN IN THE TIDE? 


1948 . 1954 


1959 1964 





Down, down, down has gone watchmaking school enrollment from the peak years of the late 1940's, when the G.I. Bill 
of Rights flooded classrooms. Student figures for '49, '54, 59 are from the 31 schools which answered our questionnaire. 





Only one of the schools in existence in 1949 
reported a 1959 enrollment higher than both the 
earlier vears instanced. 


No Shortage... Yet 

Does this mean that the jewelry industry is 
currently starved for watchmakers? 

Replies from 28 school heads and instructors 
indicate No, as of today. But 17 predicted a fu- 
ture shortage (four of them reporting a current 
shortage—more jobs than graduates to fill them) ; 


nine felt supply and demand were more or less in 


equilibrium and would remain so; only two re- 
ported diminished demand for graduates in their 
areas (California and Minnesota). 

Keeping in mind the fact that a great many 
more schools were training a great many more 
watchmakers a decade ago than they are today, 
it is encouraging to note that the schools reported 
a high current rate of placement—an average of 


94.1 per cent of all students find jobs within a 
vear of graduation. Moreover, 67.5 per cent of 
school graduates are still practicing their craft 
10 years after graduation. 

Krom these figures it is safe to assume that the 
demand for watchmakers (though lower than 10 
years ago as will be pointed out later), has been 
sufficient to absorb a high percentage of horologi- 
cal graduates since 1949. Demand and supply 
have fairly well kept pace in a downward curve. 

When considering today’s lower call for, and 
supply of, trained watchmakers, three factors 
must be kept in mind: World War II, the GI Bill 
of Rights, and what one horological authority 
calls “‘style.”’ 

During the war there was a major manpower 
shortage in every field. Many watchmakers who 
were not called up left the bench to become mer- 
chants in their own right. This plus the imme- 
diate postwar clamor for goods and services of 
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W. W. Hobbs, watch shop 
instructor, North Georgia 
Trade & Vocational School, 
Clarksville, Ga 
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manu more students good wa 
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Mm rurityre 7” repair. Cove. 


R. F. Soucie who directed 
Elgin Watchmakers Col- 


nee d for 
teh nia ke ¢ rs will 
present 
So many frend if downward and as 
older men pass away and 
the re will 


acute 


shortage mn ths NYears ta 


George J. Wild, dean, Eldon 

Bradley University, Peoria, tor, 

Ht.: and Vocational 
Spokane, Wash.: 


D. Rainey, 
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much 
would be 


created a greater 


than 


all kinds 
watchmakers normal in 


peace. 


Education tor Everybody 

Then there was the GI Bill of Rights, offering 
free education in the field of his choice to every 
A boon to thousands who 
had dreamed of further schooling but who lacked 
is to attain it, the GI Bill was not without 
its dubious aspects. It flooded schools and colleges 


returning serviceman. 
tne meal 
whose chief 


intent was not scholarship but putting off the evil 
day of getting a job, riding free meanwhile at 


of every description with “scholars” 


government expense. 

And willingly under- 
writing every serviceman’s “education,” the num- 
“schools”’ Colleges purporting 
to give degrees in everything from numerology 
to hair dying sprang up like mushrooms after a 
hea V 


with the government 


her ot 


burgeoned. 


rain—in vacant warehouses, empty lofts, 
backrooms of office buildings, and in many cases 
only on the letterheads of stationery. Some had 
faculties, awarded legitimate degrees: 
others were run by hacks who made a fast buck 
“education for then disap- 
peared, mourned by no one, when the Veterans 
Administration and students caught on to their 
game. 

It is 


bonafide 
trom 


every bi dy,” 


no slight to the legitimate horological 


demand for 
time of 


schools which exist today, or to those which, like 
Elgin, unhappily have decided to close, to suggest 
that some of the watchmaking schools which ap- 
peared after World War II were less than first 
rate and deserved to disappear; nor is it a slight 
to the nation’s skilled watchmakers to 
that a good many of the student watchmakers 
of a decade ago would have been as happy study- 
ing astrology as horology—so long as their gov- 


suggest 


ernment checks kept coming in. 

Enrollments are sharply down from 10 vears 
ago, true enough: a startling number of 
logical schools have ceased to exist. But 
enrollments from a} 
abnormal period of 


horo- 
hot 
“down” 


and schools are 


inflation in both categories. 

Replies from the schools confirm the role of the 
GI Bill in the expanded enrollment of the post- 
war years and, through its extinction, in the re- 
sultant contraction. Thirteen of the 28 
who replied to this question listed the end of the 
GI Bill as the chief cause of diminished enroll- 
ment (peak vears of “‘veterans” training were 
1948-49). 

One school remarks on “the great number of 
watchmakers who were dropped into the profes- 
sion at the close of World War II and after the 
Korean conflict.” 

Lloyd G. Chapman, director of the Michigan 
Veterans Vocational Schools, says bluntly: ‘Too 
many schools were teaching the 


schools 


trade after 
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Gustave Van _ Erp, 
d 
of Watchmaking, 


Theron O. Sowers, owner, 
Sowers Watchmaking 
School, San Jose, Cailif.: 
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0. C. Roberts, 
Alabama School of Trades, 
Gadsden, 
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World War IIl—most of them inadequately.” He 
goes on to say that this is a growing trade 
but the demand will probably never be as critical 
as it was following World War II. If the need 
for repairmen is constantly studied, we believe 
existing schools can meet the demands for quali- 
fied watch repairmen.” Still a third horological 
instructor reiterates the belief that man\ 
watchmakers were trained immediately after the 


“TOO 


war.” 

JC-K’s horological consultant, Henry B. Fried, 
sees the element of fad or 
ing to the current trend to lower enrollment. At 
any given time, certain occupations will attract 


“style” also contribut- 


a disproportionate share of young men, whether 
it be watchmaking, while 
others take a backseat in popular 
fancy. He believes that in such Western Euro- 
pean countries as France and Switzerland, as well 
as in the United States, watchmaking has suf- 
fered temporary loss of favor after riding high 
immediately after But he emphatically 
denies any disastrous implications in this swing 
of the pendulum and that a 
watchmakers, in 1964 or thereabouts, will cause 


law, accounting or 
temporary 


the war. 


feels shortage of 
watchmaking to seem more attractive once more. 

Next to the termination of GI Bill schooling, 
horological schools listed high starting wages in 
other industries as a major cause of reduced en- 
R. F. 


listment in the watchmaking ranks. soucie, 


director of Elgin, voiced the opinion of several 
horological men: “I believe young men do not 
evaluate the long range possibilities of our trade. 
The trend is to ‘dollars in pocket’ today, with 
little thought given to possibilities or potential 
over a long period or a lifetime of satisfactory 
employment.”’ 


Money Now . Or More Money Later? 

The modern pattern of high wages for unskilled 
has wooed many young men unable to 
correctly assess money-in-the-pocket against fu- 
ture rewards from many skilled 
watchmaking among them. And new, “glamor- 
ous” fields such as electronics are competing with 
older trades for skilled tradesmen. 

The publicity aspect is Henry 
Fried: “Popular trends are toward electronics 
and away from machine trades. Enrollment in all 
New York City vocational schools is somewhat 
on the decline. Watchmaking at present is not 
popular. Ten years ago it was, due to the pub- 
licitvy given to tt} returning GIs to 


labor 


away trades, 


stressed by 


he desire of 
enter a ‘quiet’ trade.”’ 

C. E. Bowman, registrar of the Bowman Tech- 
nical School, said reduced enrollment was “partly 
due to the fact that many young men are going 
to college to learn electronics and kindred courses 
which have been strongly advocated in the press.”’ 
(please 


turn to page 7) 
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How’s this for a bargain in beauty? 
The jeweler designed this new store, 


built most of 1t himself, spending: 


$1400 
FOR MATERIALS 


By DONALD A. DOWDEN 





@ JEWELRY SALESMEN see more jewelry stores 
than anyone else. Inevitably, a few that they see 
are beautiful, and a few are grotesque, and most 
are just jewelry stores. 

In the past six months two-dozen salesmen 
critical consensus—have exclaimed to 34-year-old, 
Latvian-born Uldis Kalnins that his suburban- 
Philadelphia store is one of the beautiful few. 

The salesmen find three remarkable appeals of 
the store, which opened in August 1959 in the 
Huntington Valley shopping center. For one, the 
store has room—walking room, browsing room, 
lots of it, from door to back and from wall to 
wall, room to move around display cases; yet the 
store is not large among jewelry stores. 

For another, you can see things, walk right 
up to jewelry or silver or watches, touch things, 
try them on—you’re never a counter-width away, 
because there are no counters. Said one salesman: 
“Everything looks as though it were inviting you 
to touch it, try it on, examine it; not like the safe- 
deposit-box look of the ponderous counters in 
some stores.” 

And the fixtures are not catalog-common: the 
cabinets and display cases are covered with a dis- 
tinctive-looking fabric, the color of which blends 
perfectly with the blues and purples and pinks of 
the walls, floor and ceiling. The cases balance 
lightly on thin pipe legs. On one wall is a vast 
display unit 12 feet long and 9 feet high; next to 
it are three decks of 10-foot-long shelves sus- 
pended on floor-to-ceiling pipes. The back wall is 
a wooden lattice. The room is lighted by 16 circles 
of frosted glass and wood, which conceal the flu- 
orescent fixtures. You can’t see a cash register; 
you can see fine glass and ceramics and sterling 
and diamonds. I[t is an uncommonly fine jewelry 
store. 

Owner Kalnins, who once opened a jewelry 
store in a displaced persons camp in war-torn 
Germany, is glad the salesmen noticed, says his 
customers are just as appreciative. His philos- 
ophy: 

“If you sell beautiful things, then you must 
sell them beautifully, and with beautiful setting— 


Latticed back wall of the store conceals Kalnins' watch 
repair bench. He hopes to build upstairs diamond room. 














Burlap, plywood, pipe and glass are main ingredients of Kalnins’ shopping center 


store He designed. built all of the 


the ceeuart wre one > will 
otnerwise vour customer wii! 


house, where the prices may be lower.” 


Kalnins feels that a store which want 


distinctive things must itself be distinctive—‘‘a 


jewelry store cannot have a ‘neighborhood jewelry- 


sf look.” that a 


tore’ also believes real 
jewelry store, one that sells the traditionally fine 


Kalnins 


— 
AiSW 


jewelry-store items, cannot sell typewriters 


and lugyvayve and cameras. 


Kalnins designed and virtually built everything 
in the store himself, with a bit of help from an 
artist friend. Amazingly, the total cost for all the 
(most of 
self) was less than $1400! 

Kalnins went shopping, 
nary pipe, common painted burlap, a bit of 
velveteen for the shelf-coverings, paint. 
Biggest cost ($760) was for the glass for the 
cases, all of which had to be cut by a glass cutter. 
The entire job took him less than three weeks. 
Although he is not even a professed amateur car- 
penter, he maintains that the job was not diffi- 


materials and labor which he did him- 
bought plywood, ordi- 


SOMme 


cult, because none of the fittings or shapes were 
particularly complex to devise. 
“But even if you had a carpenter do it,”’ he fig- 


store fixtures in three weeks for $1400 


ures, “it would cost only a fraction as much as 
buying from a catalog. And here you have a Ccus- 

He admit to some 
inclinations combinations 
The colored burlap which covers 
But the nice thing 
here is that you can repaint the fabric any color 
like, time like. “In 
painting, even my wife wouldn’t know this store,” 
he laughs. 


tom job.” does, however, 


aesthetic where color 
are concerned. 
the cases will fade, he says. 
you two days of 


any you 


Kalnins does not believe that American men and 
women are inveterate price-before-beauty shop- 
pers, even if they’re $90-a-week workers without 
much Although his 
middle-class he many 
very Incomes. 


education. store area iS a 


one, has customers with 
average 

“These people come in here,” he relates, ‘and 
they spend $20 on a cut-crystal candy dish. Now 
they’ll only have one candy dish in their homes, 
but it will be a fine one, and they will know that 
it’s a fine one. Every man is capable of recogniz- 
ing beauty. We jewelers are the ones who can 
excite that recognition, make that customer aware 
that we are experts in good taste. Then he’ll buy 
in our stores.” Zea 
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When they let the public 
see plenty of styles... 
when they make real use 


of manufacturers’ selling 


aids, jewelry stores get: 


TRAFFIC 
AND 


PROFITS 
FROM 
WATCH- 
BANDS 


® IN ITS THREE-PART SURVEY of watchband selling 
by retail jewelers JC-K saved for the final in- 
stallment the $64,000 question: 

Why does one jewelry store sell two, three, 
four or more times as many watchbands as an- 
other store of similar size? 

Bear in mind that there is no hard and fast 
rule of thumb that can be applied to all jewelry 
stores. But there are definite patterns that indi- 
cate that most jewelry stores selling a large 
number of watchbands do or, do not do, certain 
things, and that most jewelry stores with small 
sales do, or do not do, other things. 

Thus it is possible to get a composite picture 
of the successful and the unsuccessful store (in 
watchband selling) by adding and evaluating the 
things done and not done by each group. 

JC-K grouped the stores surveyed by size 
rather than cash credit categories and skimmed 
off for study the top and bottom quarters of each 
group. Bit by bit, the hoped for patterns 
emerged, differentiating between “top sellers” 
and “‘bottom sellers.”’ 


Inventory 

In general those stores with high watchband 
sales relative to their size turned their stock more 
often than those with poor sales figures, a mean 
of 3.6 turns for the former, 2.6 turns for the 
latter. Implication here is that the Top Sellers 
kept more up-to-the-minute styles in stock and 
were thus able to meet requests for new bands. 


Window Displays 

Surprisingly, less than half the Top Sellers 
made use of manufacturers’ window display ma- 
terial designed to catch the eve of passers-by. 
Nevertheless, twice as many Top Sellers as Bot- 
tom Sellers did wse such manufacturers’ selling 
aids in their windows. And the same 2-to-1 ratio 
holds true for the number of bands evident in the 
show windows of the top and bottom groups—an 
average of 15 bands being shown by stores that 
do well with watch bands, as compared with an 
average of only eight being displaved in the show 
windows of jewelry stores which do less well 
with watch bands. 

Significantly, a large store with the highest 
monthly band sale figures in its size category, 
(350 bands) had 80 bands in its show windows 
and underscored their sales appeal with the use 
of both moving and stationary display materials. 
On the other end of the scale, a store with the 
lowest monthly band sales of all size categories— 
a mere seven bands—had neither display material 
nor watchbands visible inside or outside the store. 

The probability that in watchbands as well as 
other merchandise people are more prone to buy 
what they see is further borne out by the use of 








> 





: : 





puree ' 


Service department is a sales department. 
watchbands sold by jewelry stores. Scene is 


display materials within the stores of Top and 
Bottom Sellers. Manufacturers’ selling aids— 
racks, stands, cases and cards— were used by 
86.9 per cent of the Top Sellers but by only 56.5 
per cent of the Bottom Sellers. 

Watchbands in showcases augmented those on 
view in the displays in 65.2 per cent of the Top 
Sellers, In a mere 43.5 per cent of the Bottom 
Sellers. Oddly enough some stores in both selling 
categories had no bands or displays visible any- 
where in their stores. But the number of Bottom 
Sellers hiding their bands in drawers under the 
counter outnumbered the Top Sellers following 
this practice by nearly three to one. 

Other factors undoubtedly play a role, such as 
variety of bands and brands offered and the 
human sales effort expended on “pushing” watch- 
bands. 

But it is reasonable to assume that the jeweler 
with a high number of stock turns, who uses 
manufacturers’ selling aids in the form of dis- 
plavs, and who keeps many bands in front of his 
customers will also offer a good variety of stvles 
and brands and, through these means, be activelv 
“pushing” watchbands. 

Of all jewelers interviewed who carried watch- 
bands, 49.1 per cent displayed bands in their 
show windows, 35.1 per cent of them using manu- 
facturers’ display material in conjunction with 


Repair counters sell 41 per cent of all 
from Williarn Hamlin store, Beloit. Wisc 


the bands. Interviewers were told to determine 
how many stores had bands visibly displayed 
somewhere within. They reported 91.2 per cent 
had bands visible in display racks, showcases, or 
both, but in some cases it took a keen reporter’s 
eve to spot the displays. And nearly nine per cent 
of the jewelry stores had no bands to be seen 
within or without, a poor stimulus to impulse 
buving. Manufacturers’ displays were used in 
some manner by 83.3 per cent of all jewelers. 


Repair Department a Sales Asset 

Concluding the JC-K survey of watchband sell- 
ing, we find the repair department playing a con- 
siderable role in watchband sales, particularly 
in the case of smaller cash stores. Credit stores 
reported the highest percentage of watch repair 
departments—96.4 per cent—while 91.5 per cent 
of the cash stores under $40,000 had them as did 
81.5 per cent of cash stores over $40,000. 

Figures for all store categories show 41.1 per 
cent of watchband sales made through the repair 
department. Small cash stores have a wide lead 
over other categories in this respect with an aver- 
age of 50.3 per cent of their band sales through 
the repair department; credit and large cash 
stores averaged 27.5 and 23.4 per cent of band 
sales through this source. 


(please furn to page 7D) 
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New Display Aid 
Opens Fresh Fields 


for Ingenuily 


By VIRGINIA DIXON 


Jc-kK Gift Consultant 


® A WEDDING may be a once-in-a-lifetime affair, 
but anniversaries come round vear after year. 

In planning gift displavs for the new bride, 
don’t forget the brides of former years who will 
“A Gift from the Jeweler’. The 


suggested lists for wedding anniversary gifts 


also appreciate 


offer a wide selection of jewelry merchandise— 
and the older the anniversary the more luxurious 
the gift. Check the list outlined by the Jewelry 
Industry Council and plan to take advantage of 
this market. 

A new aid to the ingenuity of the display de- 
signer is now on the market and is suggested in 
several of the accompanying sketches for wedding 
and anniversary displays. This is Velcro, a com- 
bination of hook-faced tape with loop pile fabric 
which will permit the display of objects on sur- 
faces not previously practical for display use. The 
Velcro tape fastener has been in use on ready-to- 
wear clothing for some little time. It consists of 
two woven nylon strips, one strip faced with 
myriad tiny hooks, the other with tiny soft loops. 
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W. 46th St., 


Anniversary theme is sug- 
gested here with a somewhat 
unusual use of a calendar. 
Calendars are pasted togeth- 
er, end to end, and used to 
form a swishy scroll through 
the center of the window. 
Small nosegay bouquets add 
color and decoration. Mer- 
chandise is displayed on ele- 
vations on the window floor 
with the copy card. Flatware 
and jewelry are arranged on 
plaques covered with Velcro 
fabric against the  back- 
ground. Velcro tape might 
a!so be used on the calendar 
scroll to ‘“‘paste’’ it to a 
Velcro covered background. 














When pressed together, the hooks and loops en- 
gage, making a highly secure, adjustable closure. 
To open, the strips are simply peeled apart. The 
process can be repeated again and again without 
loss of holding power. 

The innovation which makes its use in display 
more widely applicable, is a 38-inch-wide loop- 
surfaced fabric corresponding to the loop-faced 
tape which may be easily bonded to surfaces such 
as walls, display panels, columns and shadow 
boxes with any cellulose wallpaper adhesive. The 
hook faced tape is glued, stapled or stitched to the 
items being displayed so that they may be invisi- 
bly affixed to the fabric in any desired positi 
and may be removed and rearranged over and 
over again without impairing the appearance or 
effectiveness of the fabric. One square inch of 
nook and loop closure will support 5 to 10 pounds. 

Use of Velcro can do away with the need for 
typical supporting devices in jewelry and sil 
ware displays. 


ilver 
A little experimentation will re 
veal many possibilities. As an alternative to af- 
fixing Velcro tape directly, pieces such as flatware 
may be caught within loops of regulation width 
tape and “pasted” to fabric background. Or tape 
may be cut in narrow strips (which will not 
ravel) for almost invisible attachment of neck- 
laces, pins, earrings, and so forth. 

Velcro loop-pile fabric, which has a doeskin-like 
appearance, is currently available in six basic 
colors: black, white, light gray, beige, yellow and 
billiard green. The Velcro tapes are available in 
width from °» inch to 2 inches and in a choice of 
fourteen colors. Both fabric and tape are being 
distributed through Maharam Fabric Corp., 130 
New York. The company will mail a 
complete Velcro color card and fact folder on 
ie 8 


request. 
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Another anniversary display 
features a complete listing of 
Suggested anniversary gifts 
from the lst through the 
50th on a long paper scroll 
tacked to the window back 
ground and brought forward 
to the front of the window. 
Merchandise is arranged on 
circuiar pads, some support- 
ed on elevations on the win- 
dow floor, others against the 
window background. The Vel- 
cro tape and fabric might 
be used for the circular pads 
on the background. Paper 
butterflies scattered on the 
background add colorful note. 


The tossing of the bride's 
bouquet indicates the theme 
of wedding gift suggestions 
in this window. Get a really 
elegant bridal bouquet ffor 
this, since it will be the main 
feature of the window. Artifi- 
cial flowers are more practi- 
cal, but be sure they are good 
ones. Wire the ribbon 
Streamers so that they can 
be made to ‘steam’ realis- 
tically. Suspend the bouquet 
with as nearly invisible wire 
as you can find. Gloved 
hands in the foreground seem 
to be reaching for the bou 
quet. The regular jewelry or 
slove-form hands will serve 
here. Merchandise is arranged 
on shelves against the back- 
sround and on window floor. 


For a display of wedding gift 
suggestions, feature your 
store name and packaging. A 
photostat enlargement of a 
wedding invitation and envel 
ope can be placed in the 
center of the window with a 
copy message which might 
read, “‘You're invited to their 
wedding. . . . Let your gift 
from Blank’s do you honor.’’ 
Gift box covers tied with rib- 
bon are used against the 
background and the merchan- 
cise is displayed on your own 
gift boxes. A distinctive gift 
box and wrapping which is 
identified with your store is 
a sound merchandising idea. 





Classic Gem ‘Texts 
Stand ‘Test of Time 


Works by Bawe , and King areas informative today 


as when they were published many de cade S ago 


By Dr. FREDERICK H. POUGH 

Gemological Consultant to JC-k 

® NO SERIOUS STUDENT of any subject would re- 
strict his reading to currently available literature, 
and a student of gemology is immersed in a field 
with a venerable history. Consequently, unlike a 
student of rocketry or atomic fission, he can profit- 
ably range backward through the centuries and 
excavate useful data. 

His modern learning will often help in the in- 
terpretation of some statement found in ancient 
books, true meanings for which must be gleaned 
from Theophrastus, Moore, and Pliny. It is Sid- 
ney Ball’s deductions from his great experience 
that make his interpretation of the original Pliny 
names in the recent annotated translation (A 
Roman Book of Precious Stones) so much more 
authoritative than other translations. The famous 
Hoover edition of Agricola’s De Re Metallica is 
of unusual quality because Mr. Hoover’s familiar- 
itv with mining allowed him to infer meanings 
that an ordinary academic Latin scholar would 
neither understand nor correctly phrase. 


Of Lasting Value 

In all of the relatively modern literature on 
gems, one book stands out as the most authorita- 
tive volume ever written. This is Bauer’s Edel- 
It has appeared in three editions and 
was once translated into English. The English 
translation, by Dr. Leonard James Spencer, for 
vears Keeper of Minerals at the British Museum 
(Natural History), is still the most valuable gem 
book that one cun add to a library, over 50 vears 
after its publication. 

The original text was by Prof. Max Bauer, 
mineralogy professor at the University of Mar- 
burg and was finished in 1896. Spencer’s transla- 
tion appeared in 1904. Bauer published a second, 
revised, German edition in 1909. In his introduc- 
tion he acknowledges that its production was stim- 
ulated by a desire to turn out a work in German 


ST ¢ inkunde : 


to match George F. Kunz’ Gems and Precious 
Stones of North Ame rica. ot which we shall speak 
r. Many years afterward, in 1932, Dr. K. 
lossmacher, now the head of the laboratory in 
Idar, revised the Bauer book and again brought 
it up to date. He is said to be working on a new 
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revision, something urgently needed in view of 
recent developments. 

The Spencer-Bauer was published in London by 
Charles Griffin and Co. under the title: Precious 
Stones, Their Characters and Occurrence. It was 
bound in red, half morocco and cloth. It is a big 
book, 8 by 11 inches in size and nearly three inches 
thick: about the same as the German editions ex- 
cept that the Schlossmacher-Bauer, bound in blue 
cloth. is a bit thicker, mainly from being printed 
on thicker paper. 

The Schlossmacher additions, bringing in de- 
velopments between 1909 and 1932, add consider- 
ably to the original work and make it a modern 
book. Even the 1909 revision came at a critical 
time which allowed a considerable expansion of 
the South African diamond mine section and a 
little on the developments in synthetic stones, fore- 
shadowing the enormous advances that were to 
come. It’s timely too; at that time the trade was 
much concerned lest a flood of Verneuil synthetics 
would destroy the value of rubies! 

The introductory material on the principles of 
testing is short but adequate for the time, when 
tests were done the hard way. There is a great 
difference between the testing described in a book 
of that vintage and that done today. In the really 
old books, stones were tested by their mystic suc- 
cesses. In Bauer’s day polarized light could be 
obtained with a calcite nicol prism, a very satis- 
factory, if expensive, device of limited diameter. 
The prism polarizer was used as an eyepiece, the 
polarizing light source below the stone was made 
up of a series of glass plates, light reflected from 
such a source being fairly well polarized. In an- 
other test typical of the period, a candle flame was 
viewed through a stone, the viewer looking for 
single or doubled images that would betoken singly 
and doubly refracting stones. Gravity is treated 
extensively, for it was the easiest, and almost the 
only, precise test in 1900. Today it is nearer to 
a last resort, for the refractometer and the Polar- 


oid polariscope usually suffice. 


Bauer Best of All 

The continuing usefulness of Bauer is not de- 
pendent on its testing section. The worth of the 
book lies in the plates, the general quality of the 
publication and above all, on the locality infor- 
mation. Bauer’s introduction to the first edition 





THIS 
INRFORMATIV E 
DIAMOND 
BOOK LE'T 


promotes your diamonds, helps you make sales 


Order a supply now... 


for mailing...for counter giveaways 


31 pages of fascinating, informative reading. 
“The Day You Buy a Diamond” tells the story 
of the diamond’s origin and significance, gives 


important pointers on choosing a diamond. 


Directed particularly to young people about 
to buy an engagement diamond, it helps you 
promote your diamonds continuously in this 
ever-changing market. Jewelers say it’s one of 
the best selling aids they ve ever used. 


Order an ample supply and keep this booklet 
working for you. Use it for bill enclosures. Have 
stacks on your counters for prospective cus- 
tomers. Plan special mailings to young people 
...high school and college seniors and club 


croups, tor instance. 


Cost is $7 per hundred. For your imprint. 
add $3.50 for first hundred and $1.25 for each 
additional hundred. Order from Diamond Pro- 
motion Dept., The Reuben H. Donnelley Corp.., 
230 Kast Sandford Blvd.. Vt. Vernon. N. Y. 
Please enclose check or money order. If your 
store is in New York City, add 3% sales tax. 


Tie in with the National Diamond Promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 





apologizes for the sketchy geological facts and 
the somewhat “inaccurate” maps which he feels 
accompany the descriptions of the various sources. 
In the light of subsequent gemological literature, 
he certainly need not have apologized. With all 
of the opportunities for communication and pub- 
lication and all the books that have appeared 
since, no book even approaches it for accuracy, 
completeness or attitude. It is still our chief refer- 
ence source when we want to know where zircons 
come from in Indo-China, in what part of Australia 
there are opal mines, or where lie the topazes of 
Brazil. When it comes to the United States, some 
of his data leaves a little to be desired, a weakness 
that, in all likelihood, is equally true of regions 
with which we are not familiar though it all has 
a fine ring of accuracy in the reading. Neverthe- 
less, by and large the information is as accurate 
as we are going to find anywhere, and the book 
has yet to be equalled as a source of general in- 
formation. 

The plates are very fine. Some are reproduc- 
tions of water-color pictures, chiefly specimens in 
the Berlin Museum. There are eight of these. The 
German printer probably also did the printing for 
the British edition and supplied loose plates to the 
London publisher. In addition to the color plates 
there are three on various forms of cutting, two 
on the shapes of famous diamonds, and four views 
of diamond mines. 

The book does not appear very often in the 
catalogues of antiquarian book dealers. A collec- 
tion of book catalogues covering 20 years mentions 
it infrequently. Its price, in English, has risen 
steadily, the latest quotation (1955) for a Spen- 
cer-Bauer was $125. Late in 1959 a Swiss dealer 
asked $170 for a Schlossmacher-Bauer, a German 
language copy. The first two German editions are 
more common and command a considerably lower 
price. The jeweler who would be content with a 
German copy probably would not have to search 
long, for it appears fairly consistently in the cata- 
logues of specialists in jewelry books. 


Another Useful Old Timer 

A second old book that is still extremely useful 
is the Rev. Charles William King’s The Natural 
History of Precious Stones and of the Precious 
Metals. This work has appeared in several edi- 
tions and turns up quite often in dealers’ cata- 
logues, usually for less than $10. The same author 
has written on engraved gems of Greek and 
Roman origin, the entire subject matter of many 
of the so-called “‘gem-books” of the 19th Century 
which clutter up undiscriminating bibliographies 
on gemology. 

This book is still useful for its historical and 
mythical references. His extended introduction 
describes many of the old books that came out 


68 


before his, in 1867 (’70, ’83), and from which he 
abstracted the medicinal and magical virtues of 
the various stones. It is a useful bibliography 
since most of the originals are unobtainable or in 
foreign languages. From there he goes to his- 
torical diamonds and tells the stories of such fa- 
mous gems as the Sancy, Charles the Bold’s, the 
Pitt, the Mogul, the Koh-i-noor and so on. It Is 
possibly the best and most obtainable source of 
this sort of historical data. (The diamond data 
is also now available from N. W. Ayer.) 

Gold is then discussed at length under a head- 
ing aurum. Numerous stones are described: car- 
bunculus (garnet), magarita (pearls), smarag- 
dus (emerald), and others. While he has used a 
Latin name for his heading, the text is all in 
English. In the middle of the 19th Century every 
educated man could read Latin with ease; the 
headings were not affectations; rather, they were 
more exact descriptions of the stones discussed. 
These are the names used by ancient authors and 
it was more accurate for King to denominate them 
by those names than by ours; for instance, in some 
cases carbunculus meant garnet, but in others it 
was applied to ruby or red tourmaline. One has 
to consider what we know of localities to decide 
on an identity; unfortunately in some cases we 
know little more about the sources than was 
known in King’s day. At the end of the book 
there are some tables with summaries of the prop- 
erties of stones, a list of famous diamonds with 
their weights (in the old carats), together with 
an enumeration of a few notable colored stones 
and an analysis of the changes in selling prices 
through the ages. 

Anyone planning to do publicity on birthstones, 
to write, or to lecture with interesting anecdotes 
will find the King book invaluable. Much of King’s 
material was adapted by Kunz to his own uses, 
and it is quite clear that King was one of Kunz’ 
principal sources. One could do worse than follow 
Kunz’ lead. 

Books of this date were not customarily finally 
bound when they were sold, usually being issued 
with paper covers or, as the old book dealers say, 
‘in wrappers.” Each buyer had it bound to suit 
his own library, for it was fashionable to have 
matching bindings. Usually we will find such 
works bound in full calf or in what is called “half- 
ealf.”” That is: with a leather back, extending an 
inch or so over each side, with the balance in paper 
or cloth-covered cardboard, with leather again at 
the corners. The leather of this, and earlier pe- 
riods was well-tanned. 

King usually sells, even now, for less than it 
would cost to bind the book as we customarily see 
it. The leather of the writer’s copy is in far better 
condition than a leather binding that was done 
for him in New York less than 20 years ago. SE @ 
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we are only a few air hours away. 
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Climb Onto the 
Gomez Bandwagon! 


Now is the time for all good jewelers to nominate the rings most 
likely to win! Gomez diamond ring creations are grass-roots choice 
in Democratic and Republican strongholds alike. 

Long years ago, Gomez diamond rings attracted the attention of 
national leaders while still primarily a favorite son of California 
and the Far West. Then state after state flocked to our standard. 
Now leading retail jewelers from border-to-border and coast-to-coast 
are solidly in our camp. 

There still is time to switch your vote to Gomez. See for yourself 
the extra styling and quality today’s enlightened young people are 
finding—and buying—in Gomez creations. We’d welcome your inquiry. 


FREE MATS 


No charge for small space 
selling ads to run with your 
name in your local paper. 


MANUFACTURING 
Slay COMPANY 


JEWELERS - IMPQRTERS OF DIAMONDS 
657 Mission Street « San Francisco 5 + YUkon 2-6828 
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Words that sell 
DIAMONDS 


By DAVIp WQDDEssS, C. 








Keep this article for reference. It will enrich your 
vocabulary. It contains words and phrases you 
can use, in advertising and discussing diamonds 


@ Have you ever had a customer remark, “I was 
going to buy a diamond, but instead I took a trip 
to Europe’? 

If you have, you will realize that your chief 
competitor is not necessarily that jewelry store 
across the street. It may well be some travel 
agent, whose use of a few magic words—Paris, 
Rome, Hong Kong—successfully wooed away one 
of your customers. 

Don’t underrate the “magic” content of words. 
Throughout history, words have moved men to 
action. Words can make a man pick up a gun 
to defend his country, throw out a political 
regime, take a trip to Europe or buy dia- 
monds from a jeweler. 

You have dozens of words and phrases to 
choose from when you wish to convey that a dia- 
mond gift is something special, something really 
out of the ordinary. You can use them in adver- 
tising, in posters, and in face-to-face conversa- 
tion with potential purchasers. 


, 


* The author is a member of the firm, I. Widess & Sons, Los Angeles, 
importers of diamonds, emeralds, sapphires and rubies. In 1948, he 
graduated from the Gemological Institute of America and received 
the title of Certified Gemologist from the American Gem Society. 
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For instance, you can suggest that “for an ex- 
citing gift, give diamonds,” or that diamonds are 
“the most treasured gift” or “most fascinating 
gift.” Other good adjectives are “touching,” 
“prized,” “distinctive,” or “esteemed.” Go a bit 
further and say, “for the most heavenly gift,” 
or even call it a “breathtaking gift.” 

Nothing surpasses a diamond for an anniver- 
sary gift. Point out that “diamonds are most 
deeply appreciated” on “that unforgettable anni- 
versary.” And remind anniversary shoppers that 
they can “impress her with diamonds” and that 
“diamonds are fit for a queen.” 

Since diamonds often are the answer to a 
woman’s dream, say “diamonds are a dazzling 
dream,” a “living dream,” a “perpetual dream,” 
or a “dreamy gift.”’ Or simply “let her diamond 
dream come true.” 

One of my favorite phrases is ‘‘a diamond is 
the most intimate gift.” 

To convey that “diamonds are forever” use ex- 
pressions such as “everlasting gift,’ or “most 
enduring gift.” 

To suggest that diamonds symbolize success 

(please turn to page 80) 
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THE FLOWER OF PRECIOUS JEWELRY 


Finest quality...exquisitely designed...superlatively wrought 


) 


Oscar Heyman & Brothers, Inc. 


64? Filth Avenue, New York 19, N. Y. 
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Soft hues of star sapphires 
or rubies contrast with the 
brilliance of round and _ ba- 
guette diamonds, in these 
platinum pins” and =e rings. 
Each mounting is _ highly 
three - dimensional. Fine 
sprays of small star stones 
and round diamonds are used 
to offset the pavé elements. 


By SoL P. KAUFMAN 


aid in selling Custom Jewelry 


To assist its readers in the design and sale of custom jewelry, JC-K 
presents contemporary ideas on this page each month. These plates 
may be cut out, assembled in a folder, and shown to any prospect for 
a special order. With these designs, the jeweler can quickly determine 
what ideas will appeal to the customer. The plates are the work of 
members of JC-K’s Creative Designers’ Panel. This month’s stylist: 
Sol P. Kaufman (see page 75 for Mr. Kaufman’s background). 
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Originally established 1866 


Kahn: Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
lL. & M. Kahn & Co. 
Telephone: ClIrcle 6-4313 


and 
eoahe Denes 82/384 Holborn Viaduct, London 
Jacobson Bros. Diamond Corp. Cable Address: “‘Redlace” New York 




















Fine Precious Stones 











Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes ... 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 


VAY I MIWNSOM, bom: 


Formerly Robinson & Sverdlik 


O10 FIFTH AVENUE, Rockefeller Center 
New York yA LE New York 
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‘ ~ The most wanted name in cultured pearls 


Precious...the cultured pearl that pays off in profits. It’s Imperial...the best known, most wanted name 
in cultured pearls. It's Imperial... the pace setter in new exciting jewelry fashions. It's Imperial... the 
cultured pearl that is constantly publicized and advertised. It's Imperial...with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
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About This Month’s Stylist 


Sol P. Kaufman, author of the jewelry 
themes shown on page 72, has worked in 
several fields—but, he says, he derives his 
greatest satisfaction from expressing dy- 
namic movement in de- 

sign and rhythm for 

fine jewelry. After 

study at the National 

Academy of Design 

and Cooper Union, he 

became affiliated with 

the jewelry industry in | i 

the early Twenties. Several years later he 
launched out for himself with Gem Crea- 
tions, a design service which others con- 
tinue for the jewelry trade. In recent vears, 
Mr. Kaufman has worked in allied fields, 
such as costume jewelry, watches, watch 
attachments and cosmetics. However, he 
says, “Platinum jewelry is still my first 


love.”’ 








Designed to Lempt! 


The magnificent combination of diamonds and platinum... 


TRAFFIC AND PROFITS FROM WATCHBANDS 
(continued from page 63) 

When the band is sold, the repair department 
handles the final task of attaching the new band 
to the customer’s watch in most jewelry stores 
86 per cent of credit stores, 76 per cent of small 
cash stores, and 62 per cent of large cash stores. 


The Summing Up 

Looking back over the three-part survey into 
watchband selling, one finds these highlights 
emerge: 

1. Watchbands are sizeable revenue producers 
for all categories of jewelers. 

2. Most jewelers see their watchband business 
just as good or better than it was two years ago. 
Those selling more bands mention these reasons 
for improved sales: the bands themselves are bet- 
ter (more easily adjustable, better styles) and 
manufacturers’ advertising and promotion. 

3. The jeweler is a most influential watchband 
salesman—seven out of 10 customers follow his 
advice on price, nine out of 10 on brand. 

4. Metal expansion bands lead all other styles 
with both men and women customers. 

5. Jewelers with high watchband sales tend to 
display more bands in windows and inside-store; 
they make greater use of manufacturers’ display 
materials. Eae 
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diamonds and colored gems... plus fine fashioning makes these designs by ; 


delightfully irresistible. They're for customers looking for simplicity 


..elegance. Jewelry like this does more than tempt them! 
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55 East Washington Street « Chicago, Iilinois 


Juegers Andersen 0. 9% 


These pieces and many more 
available only at JOA 
WRITE US ABOUT THEM! 


Originators and sole distributors of the 


Cdd-a-heak NECKLACE 


...Genvine Oriental Pearls 





BANK 
CREDIT-CARD PLANS 
TAKE ON 
PERMANENT ASPECT 


Millions of cards are already @ UNTIL RECENTLY, established installment mer- 
ee chants have been inclined to shrug off innova- 
in use. It is too soon now to tions in financing consumer credit. They have 
looked upon bank credit-card plans as a passing 
phase—a sort of bad dream from which there 
retailing. But revolutionary could be an awakening at any time, and business 
go on as usual. 

It probably is no exaggeration to say that 
credit-card plans have expanded so quickly in 
so many directions that their effects upon con- 
sumer distribution are more misunderstood than 
understood even by those who promulgate the 
plans. Time, maybe a few years, will make the 
full impact of bank credit-card plans felt by the 
country’s economy to an extent that material 
and almost revolutionary changes in the conduct 
of retail business will be apparent. 

Distribution of millions upon millions of bank- 
credit cards to consumers and the wide use of 
aggressive solicitation literature, including a new 
publication, Credit Card Merchant, are impres- 


measure their impact upon 


changes may be on the march 


sive signs that bank credit-card plans are not 
fly-by-night schemes. These activities require a 
substantial investment in promotional enterprise 
alone. 

In soliciting merchants of its community to 
sign up for its credit-card plan, a Minnesota bank 
makes use of such arguments as (a) new cus- 
tomers and larger sales; (b) a revolving credit 

By WILLIAM WAGNER plan; (c) a credit plan without credit risk. 

| The bank offers Credit Card Merchant free to 
merchants who will participate in its credit- 
card plan, and assurance is given that reading 
the publication will “keep them abreast of cur- 
rent trends in credit merchandising.” 

The lead article in the first issue of Credit Card 
Merchant bears the somewhat ponderous title, 
“The Arithmetic of Consumer Credit,” and is by 
Joseph P. Williams, vice president, Bank of 
America, San Francisco. Of special interest to 


nstallment Credit Consultant 
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KIEFER &peandre WATCH BANDS 


for PROFIT and GOODWILL 





@ Full Mark-Up—"EXPANDROS" are sold at suggested resale prices 


@ Easy To Service—You fit or repair “EXPANDRO" watchbands 


while your customer waits. 
Stainless Steel $3.95 to $5.95 : RGP & G F $5.95 to $10.95 
PRINCE High Quality English-Made Watch Straps 
Reno-Lepaute Watch Timing Machines 


Patent Nos.—2,56!.38| and 2.651.909 


CADMAN MANUFACTURING COMPANY 
2038 N. Telegraph Road Dearborn 7, Michigan 


Exclusive U. S. and Canadian Distributors Available through selected wholesalers 














BOOK more Sales 


ALBUM 


USE IT AS A DISPLAY PIECE .. .An attractive book 
on your counter opens to show the complete range of famous 
Bellavance expansion watch bands. 
USE IT TO SELL MORE WATCH BANDS... 
Bellavance expansion watch bands displayed in this album 
attract attention and sales. Gives the customer a wide 
selection at a moderate price. 
USE IT FOR STOCK CONTROL... Ata glance you 
can see which bands move more rapidly — you can always 
keep a fully-stocked display of the most popular bands on 
hand. 
TO HELP YOU INCREASE YOUR SALES... .This 
famous Bellavance Album has just been revised for the 1960 
season. Comes in attractive simulated leather and opens to 
display 48 fast-selling expansion watch bands, men’s and 
ladies’, both gold filled and stainless. 

ALL BELLAVANCE BANDS carry the immediate serv- 
ice guarantee that has made the name Bellavance famous 
throughout the jewelry industry. 


Ask your wholesaler to show you the Bellavance Album 
and the entire range of styles. 


Quality... 


and Dependability 
with Service 


OF ATTLEBORO 


BELLAVANC E, | N C., Attleboro, Mass. 


established credit merchants should be the fol- 
lowing from Mr. Williams: 

“In a cash economy, manufacturers were 
able to make more goods than retailers could 
sell profitably. However, it was reasoned, 
people who had regular incomes could buy 
today and pay in the future on a planned 
basis. After several years of this, we came 
upon situations where many companies were 
pushing credit harder than the merchandise 
itself. We began to hear warning voices in- 
toning against overloading the public with 
too many debts. At the same time, indepen- 
dent retailers were being crowded out of an 
equitable share of this consumer market. 
They had the merchandise people wanted. 
They were willing to provide a needed ser- 
vice to the public. But they couldn’t capital- 
ize their businesses for widespread extension 
of credit.” 

Mr. Williams says aptly that credit selling 
must have built-in convenience, stature and dig- 
nitv. He adds: 

“With the entry of banks into mass credit 
merchandising, we have a definite promise of 
fulfilling the needs of both convenience and 
dignity. We are supplying convenient 
credit—not ‘easy’ credit. ... There is no get- 
ting away from it: Expanded credit means 
an expanded economy. The extension of 
credit is part of our way of life.” 

Credit Card Merchant consists mainly of suc- 
cess stories which tell how credit-card selling has 
brought new customers and increased sales to a 
hardware store, a jeweler, a gas station, an auto 
accessory chain and a haberdasher. An editorial 
makes points which have the power to force 
established installment merchants to stop, think, 
and wonder. 

“As we see it, there is a broad potential for all 
merchants in universal guaranteed credit. 
With universal credit, the retailer who selects 
top-flight merchandise—who can win customer 
confidence and is willing to back his sales with 
customer service—has gained a new opportunity” 

Some of the claims made for bank credit-card 
plans have not yet been proved by experience, 
and, until banks now operating in the field of 
consumer credit acquire records from actual ac- 
tivities over an adequate period of time, conclu- 
sions now being drawn may be considered not 
entirely removed from guesswork. 

However, it may be assumed that every ex- 
perienced installment merchant will applaud the 
heretofore-stated objective of the vice-president 
of the Bank of America when he says: 

“We are supplying convenient credit—not 
‘easy’ credit. Our aim is to educate a broad sec- 
tion of the public to plan intelligently in using 
their family budget.” i im 
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ROTARY BUTTONS (14 KARAT GOLD) 


Here’s a part of our exten- 
sive collection of fine qual- 
ity Rotary Club jewelry in 
14K gold. Since Rotary 
Clubs change presidents in 
June, your customers will 
be particularly interested 
in our excellent assortment 
of Past President presenta- 


tion buttons. 
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MEMBER AMERICAN GEM socierT SBS ROSE STREET, NEWARK 8, N. J. 











The 
Original, 
Still 


+ ad 
Finest “AMURRA” — Order No. 284 10K White or Yellow G.F. $11.00 








“TAIA” — Order No. 256 10K Yellow G.F. Only $12.00 Key 


AT ATTACHMENTS 
BY ADMARK 
This colorful and exciting bracelet-watch attachment is fast becoming a sales- 
leader wherever shown! Scarab originals by Admark are often copied, but 
never equalled. Superbly crafted with first quality European semi-precious 
stones and hand-soldered links. Admark alone helps you 
build profitable scarab business with these promotional 
aids: the world’s largest scarab bracelet (32” long, 


ASSORTED ON\ yajued at $1,000); newspaper mats; leaflets and display | | : 
DISPLAY CARD \ cards. Order now—for immediate delivery! ae At 


Retail 00 The most comprehensive 
$84.65 Key selection of scarab 


° jewelry in America, in 

FILL-INS SOLD IN eoaag arte tio sc 14 Kt. Gold, 12 Kt. Gold- 
ANY QUANTITY filled or Sterling. Also 
disc jewelry, Money 


Clips and Idents. Write 
WAlnut 2-2356 714 SANSOM STREET, PHILADELPHIA 6, PA. for Catalog today! 








Copyright 1960 Admark 








LINDE 


* ‘Lande’ is @ registered trademark of Union Carbide Corp. 
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A majestic Linde syn 
thetic Star . accented 
twin arcs containing 4 
liamonds each. #9046W 

14K white 


gold from 


Goodman and Company, 
Indianapolis 


x 


X 


but 


alelare 


STARS 


‘Linde’ *Stars are the only 
synthetic star sapphires and 
star rubies produced under 

quality controls so rigid 
they match the perfection 


of natural star gems. 


Your inquiries are invited. 


CHARLES F. WINSON 


S680 FIFTH AVENUE. NEW YORK 36 





Add your name to the 
list of major jewelry 
manutacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Aisan Mig. Co. 
Axel Bros., Ine. 
Beekerman & Lerner 
Belenky Bros., inc 
Bickson, Inc. 
M. Boner Company 
Boteli Ring Co... tne. 
J. L. Brandt Co. 
Bristol Seamless 

Ring Cerp. 
Coronet Jewelers 
Davidson & Sons jiry. Co. 


ne. 
D’Esposite Bros. 
E. S. Feinstein & Ce. 
Flyer Brothers 
Harry & Ben Frackman. 
ne. 
Gevertz & Co., Ine. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co., Jirs., Ine 
Benjamin & Edward / 
Gross Co., Ine. 
Harry Guise, Ine. 
H. Hamburger Co.. tne 
Haven Ring Co. 
irvring Ce 
Kahn & Co 
Morris Kaplan and Sons 
Charlies Koppel Ring Co. 
K. S. K. Jiry. Co., Ine. 
Mercury Ring Cero. 
Perke!l & Klein, Ine. 
Aaron Perkis 
Samuel Platzer Co.. Ine 
8. M. Jewelry Co 
David Sarkin, 
William Schneider 
Sehuman & Donchi, ine 
Seltzer Bros 
Skalet Mfg. Co., Ine. 
Veteran Jewelers 
Wax & Skoinik, tne 
J. R. Wood & Sons, Ine 


BUFFALO, N. Y 


The Bock-Lewis Co 
M. A. Reich and Ce 
Star Ring Mfg. Co.. tne 


CHICAGO. ILL 


Emil Braude & Sons 
Hart Ring Co., Ine. 
Hirsch and Oppenhelmer 
A. Lewin & Co 

Harry Rotter 

Fred Seltzer Co.. Ine. 
Stein & Ellbegen Co 


INDIANAPOLIS. IND 
Goodman and Comeany 


MIAMI. FLORIDA 
Louls Lang & Co 


MINNEAPOLIS. MINN 


Ostbye and Andersen 
Ring Specialty Co 


ST. LOUIS MO 
Kinsley & Sens. ine 


OHIO 
Fratianne Mfg. Ce 
i. Goodman Mfg. Ce. 


Ine. 
Swirsky Bres., ine. 
The Victor Corp 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Ce 


PROVIDENCE, R. 1 
Dolan & Bullock Ce., ine 


NEW JERSEY 

Acme Ring Mfg. Co., Ine. 

Church & Company 

F. . tne. 
. Ce.. Ine. 

Jones & Woodland Ce., Ine. 

Larter & Sons. Ine. 


CHATTANOOGA, TENN. 
John Ultlenberg, Ine. 
WORLDWIDE DISTRIBUTORS 


COLUMBUS S-2656 





WORDS THAT SELL DIAMONDS 
(continued from page 70) 
you can use phrases such as: 
Enhance achievement 
mond. 
Proclaim 
monds. 
Diamonds denote 


YOUuUr with a dta- 


your success by buying dia- 
SUCCESS. 

Sign of prosperity. 

Sign of accomplishment. 

Now let us be more specific and see how many 
ways we can describe the beauty of a diamond. 
You have a big choice of words which are ap- 
plicable. Take words such as: 
Beautiful 
Captivating 
Elegant 
Excellent 


Exceptional 


Invaluable 
Outstanding 
Precious 
Rare 
Remarkable 
Striking 
Stylish 
Superb 


Fabulous 
Fascinating 
Fashionable 
Faultless 
Fine 
Flawless 


Impressive 


Supe rior 
Unique 
Valuable 


You can even find words describing cheaper 
quality diamonds by emphasizing big size rather 
than quality, such as: Flashy; impressive; spec- 
tacular; striking. 

(Words such as “flashy” or “‘pretentious’’ may 
have undesirable connotation to some buyers but 
appeal to other prospective buyers.) 

Isolate one element in the beauty of a diamond 
and we have its brilliance, which can be described 
as: 

Scintillating 
Shimmering 
Sparkling 
Exceptionally Very Brilliant 
srilliant Glittering 

In choosing words to describe color, clarity 
and cut we enter the field of gemology. As this 
publication has fully covered these phases in the 
past, I will not be repetitious. I will just add 
that in describing color there is real need to 
standardize color terminology. The Gemological 
Institute of America and the American Gem 
Society have made big strides in this right direc- 
tion, and we can expect further progress from 
these two organizations. 

In describing imperfections, I suggest you use 
the word “inclusions” instead of imperfections. 
If the inclusions are slight, you can use the more 
or less adopted terminology such as VVSI, VSI 
or SL. 

Words indicating the small size of inclusions 
are: 


Flashing 
Blazing Fire 
Dazzling 


Tiny inclusions. 





Microscopic. 
Minute. 
Imperceptible. 
Speck. 
Pin-point. 
Trivial. 

If the inclusions are not evident to the naked 
eye, you can say so: “not visible to the naked 
eve’ or “unaided eye.”’ 

In describing the make of a stone, expressions 
such as “fine proportions,” “fine symmetry” or 
“even facets” can be used. Showing your dia- 
monds under a Diamondscope or Gemolite gives 
vou a good opportunity to point out the beautiful 
symmetry of the diamond. 

How dramatic can you get in advertising or 
selling diamonds? It would seem to me the sky’s 
the limit. Even these phrases are not too extreme: 

Dazzle Her with Diamonds. 
Lavish He) with Diamonds. 
Thrill Her with Diamonds. 
Surprise Her with Diamonds. 
Dramatize Your Celebration wit 

Be de ck He? with Diamonds. 

Glorify Her with Diamonds. 

Be Extravagant—Give a Diamond. 

[ have mentioned a number of diamond-selling 
phrases to give you enough words to choose from 


so that you can compete with your real competi- 
tor—that travel agency a few doors down the 
street or the new car agency a few blocks away. 

If the travel agency and the car dealer can reap 
sales with “magic words,” so can you. Zero in 
on your sales targets with some of the ammuni- 
tion provided here. See 
MEN’S JEWELRY 
(continued from page 55) 
ade has seen a reawakened interest in men’s ap- 
parel that extends to appropriate accessorizing. 
No man discards his last year’s wardrobe, but 
is sufficiently alerted to the footprints of new 
fashions to want to keep in step. He knows there 
is a new style for summer—a fashion for fall. 
His pair of karat gold cuff links he received for 
the wedding was only the start of a collection, 
compared with his father who wore the same 
links every day and then handed them down to 
him. 

Fashion is the incentive to buy. A well-dressed 
man is no longer considered a dandy but rather 
a discriminating dresser. And there are more of 
them because there are more men with more 
money to spend. 

Women have been delighted with this new 
interest in fashion, and they register their ap- 
proval with increased purchases. They read about 





AN 
GUBELIN 


wowstt coe RL AN OD 


MASTER HOROLOGISTS FOR OVER A CENTURY 
LEADING DESIGNERS IN THE WATCH FASHION WORLD 


offer leading U. S. Jewelers a new concept of buying 
latest watch creations direct from their factory 
in Switzerland or through their newly organized 
United States Manufacturing and Wholesale Division. 


GU & LI WN, inc 


G73 FiIrina AVENUE - NEW YORK 22; N. Y. 


will be at your service to assist you in selecting and 
purchasing GUBELIN WATCHES from Switzerland. 


In line with the new policy we have terminated the appointment 
of the Holzer Watch Co. as our representatives to the trade. 
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BEAUTIFUL BOXES CLINCH SALES! 


Ideal for Earrings, Pins, Bracelets, 
Necklaces and Other Costume Jewelry 


COTTON-FILLED JEWELRY BOXES 


available in your choice of: 


White Embossed ibat 
Paper Description 


° smal in 
Gold Foil Large ng 
Bar Pin 

elet 





Silver Foil 


Four Color 
Ribbon Weave Foil Nec 


*$10.00 per M add'l for foil Utility 


2.22 SOP S Sees eee sees eee ee eeeeeeeeeeeeeeeeseeeaaaase & a ei 


Write today for free samples. 


BROOKLYN FOLDING BOX x: 


35 KENT AVE., B’KLYN 11, N. Y.- EVergreen 7-3300 
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There is a dependable Racine 
model for every chronograph 
requirement —for sports, 
industry, science, broadcasting 
— wherever timing perfection 
to the fraction of a second its 
required. Featuring world- 
famed Gallet movements. 


GALLET “FLIGHT OFFICER” 
CHRONOGRAPH NO.953 


Equipped with stainless steel 
case. Radium dial. First quality, 
13 ligne, 17-jewel movement 
with double push action. Water 
resistant. Featuring two novel 
advantages: 

(a)Hour Control (b) World Time 


Write for latest Racine 
Chronograph folder P. 


JULES RACINE «4 company. 


Spex ralists in Fine Timers — isle. TRY 
20 WEST 47th STREET, NEW YORK 36 


what’s new; they shop for the fashion; they talk 
about the fads. 

There’ll be more of them on this treasure hunt 
in May and June than for any other period bar 
ring Christmas. Flyers, window displays, adver- 
tising and sales talk inform them you have what 
they want. 

What is it they’ll be seeking out? 

June’s a hybrid month for fashion—the last 
of Summer’s newest and the first of Fall’s. Your 
prospective customer knows this. She knows, for 
example, that the Continental look is still around, 
but styled up in the new green and gold combi- 
nations that won accolades this Spring and Sum- 
mer. 

She’ll be looking for (and your suppliers have 
it) the Florentine finish to go with green and 
gold. She’ll ask for a tie tac in yellow gold, a 
pinch clip small but interestingly textured to 
make it new. They both look right with slim ties 
and attenuated Continental cuts. Cuff links in de- 
mand will probably be simple, conservative but 
again new in shape and in combinations of tex- 
tures. 


Men’s Fashions in the Press 


Perhaps this same customer has been readin’ 
the men’s fashion magazines at home—in the 
dentist’s or doctor’s office. She’ll mention the 
coming National look—a new state of fashion, 
that promises to be as much a headliner as the 
two new states of our union. 

What’s she talking about? The new, to-be- 
touted silhouette, named by Esquire that borrows 
the elegant, lean lines of the Continental but mod- 
ifies them so they are clearly defined as American 
... the loosened waist, the more casual look, the 
absence of the sleeve cuff, etc. 

She may inquire about jewelry to match the 
excitement of the new colors and fabrics for 
fall. Bold plaids, multi-color blends, checks and 
patterns are being shown in the magazines. She’ll 
possibly want jewel-enhanced cuff links to com- 
plement the return of blue in suits, the expected 
popularity of medium greys, the continued favor 
of black. 

She’ll respect your choice if you show her 
bloodstone that is so suitable for a grape and grey 
promotion squire is already talking about. Cuff 
links with rubies or synthetic stars are so ap- 
propriate for the blues. The tie tac in black or 
blue cultured pearl goes with any one of these 
new colors. 

Outsized cuff links, she’ll agree, are almost a 
must to compete with the exciting and stimulat- 
ing fabrics for fall. 

There’s an English influence, too, she will prob- 
ably know about. The jewelry accessorizes rather 


(please turn to page 87) 
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MEN’S JEWELRY 

(continued from page 82) 

than overpowers this particular cut and costume. 
One line of frosted onyx jewelry, discreetly mono- 
grammed in English script, is a lulu of a partner 
for this. 

Can you sell only for this newly-created fash- 
ion image? No, of course not, because the image 
is not alone on the screen. This spring it’s all 
over the place. There are countless good silhou- 
ettes. Next fall? One editor literally screamed 
there is no one look, and then reeled off: 

“Good heavens, there are five concurrent ones 

at least. 

“Think of the natural shoulder look, the Amer- 
ican natural, the Continental, the California suit, 
the English look... .”’ 

We know there is no one fashion image that 
ever completely dominates the men’s apparel 
market. It’s healthy, though, that one compels 
attention. It lures the customer into the store and 
encourages him to buy. 

That’s your fashion job, too! Be8 


WATCHMAKER TRAINING 

(continued from page 5D) 

And another school head said the drop was “prob- 
ably due to lack of glamour and pay not up to 
other trade areas.” 


Good Men Not Hard to Find 

Though there are fewer students today, most 
schools feel that they are better students than 
vesterday’s crop. Twelve rated today’s students 
over those of 1949; six rated them below; and 
seven saw no change. 

Half of those who favored the present genera- 
tion of students gave the absence of the GI Bill 
as the main reason, or one of the main reasons, 
for the improvement. Sample comments of this 
group were: 

‘Today’s students are higher caliber. Ten years 
ago too many veterans were trying to take ad- 
vantage of the GI Bill.” 

Many more students are really earnest 
in their efforts and conscientious about their 
work. So many former students were training 
under the Veterans Program and were interested 
chiefly in subsistence, never really planning a 
future in watch repair.” 

“Caliber of men...is much higher today... 
Ten years ago there were many men who entered 
the field to take advantage of the government 
training program and many of these did not re- 
main in the field.” 

‘“... Ten vears ago the students were almost 
100 per cent veterans, and many of them were 
more interested in their subsistence than in 
serious study.” 
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Surplus Silver, Diamonds and Jewelry 


. your sterling 
patterns—any quantity, large or small— 


active, inactive 


Send shioment for | 
| | . ° 
check coverina payment in 


day. Silver will be held inta 
occeptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 
Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 


























STOP 
losing sales on 
a high-profit item! 


START 
making 
money on 


Why pass up stopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO SEE e 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 


FREE Rush full information, catalog and wholesale price list. 
No obligation, of course. 
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See your wholesaler today and join the 
thousands of retailers already profiting 
igelasmesli-mt-iaahiioms lio # 


fnttt | G Goldstein- pearson co.., 


130 WEST 46th ST. © NEW YORK 36. N.Y. 
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Adverse comments on today’s student watch- 
makers include these: 

“Today’s students have a tendency to shortcut 
good methods and try to do production line work, 
due to some of the modern conveniences we have 
now.” 

“When great numbers apply for training (as 
under the GI Bill) a school can be choosy. At 
present, we must take what we get which leaves 
less choice and thus poorer students than before.”’ 

“We are not getting as good a class of man 
today. They are living in a strictly commercial 
world and don’t have the love for the profession 
as they used to.” 

On the whole, however, the consensus seems 
to be that the lack of government support win- 
nows out the men from the boys, producing a 
student group which, if smaller than in GI Bill 
days, is more intent on mastering the craft. 

To review the watchmaking picture we find 
that: 

1. The war’s end caused a sudden, vast in- 
crease in demand for watchmakers. 

2. The GI Bill of Rights inflated the number 
of watchmaking students and of watchmaking 
schools, many of the former out for a free educa- 
tional ride, many of the latter of doubtful quality. 

3. The end of the GI Bill left many more 
schools of watchmaking than could continue to 
exist on income from a greatly reduced number 
of students. Many schools were forced to close 
in the late Fifties, some of them, unfortunately, 
among the best. 

4. The retail jewelry field over the past decade 
has been able to absorb a high percentage of 
those horological school graduates seriously bent 
on making watchmaking their career. Remem- 
ber, many of the GI students quit school to take 
other jobs requiring less skill and hard work 
the early postwar years. 

5. With fewer schools and fewer students, sup- 
ply of and demand for watchmakers is roughly 
balanced at present. But... an acute shortage 
of watchmakers lies a few years ahead in the 
opinion of a majority of qualified horological 
specialists. 

To jewelers and horologists the crucial ques- 
tion is: how to attract more young men to the 
trade to cope with the probable shortage. 


Tell the Story 

Publicizing the many advantages of a watch- 
maker’s career is one way (communications me- 
dia have done much to popularize electronics). 
It is clean, well paid in comparison to many white 
and blue collar occupations; it demands skill and 
therefore satisfies those who take pride in fine 
work; it is stable and secure—if disarmament 
becomes an actuality it won’t leave thousands of 
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watchmakers jobless as it will those whose liveli- 


hood is close ly tied to government contracts. 

Above all it holds out to the man of merit if 
not of means, a good chance of fulfilling the 
American Dream and becoming his own boss, an 
independent businessman, at a minimum initial 
investment. 

School authorities also pointed out that watch- 
making is sedentary, indoor work, ideally suited 
to a physically handicapped person; that it is pos- 
sible to continue in the craft into extreme old 
age; and that the skills acquired in horological 
school can be transferred, if need be, to fields 
such as electronics and precision instruments. 

One major selling point for watchmaking 
which, surprisingly enough, none of the school 
authorities mentioned was the forthcoming short- 
age itself. As at the end of World War II, short 
supply will spell opportunity. 

Possible cures for the shortage suggested by 
the schools generally fell into four groups: Pub- 
licize the desirability of the field through paid 
advertisements, and articles on watches, watch- 
making and the jewelry business generally in 
consumer as well as trade magazines; award 
scholarships to able students, the money to come 
from jeweler and horological groups; get high 
school employment counselors to urge qualified 
graduates to enter the field; establish a series of 
awards and honors for distinguished work in the 
field of horology. 

Elgin’s director Soucie advised soul searching 
and better public relations practices by trade 
publishers, jewelers, and watchmakers alike. He 
said: 

‘Publishers and jewelers both could do a tre- 
mendous job of selling the merits of our profes- 
sion. | feel we have taken a negative attitude in 
the past, with the many comments on the whole- 
sale and discount houses taking watch sales away 
from the jeweler. Our attitude has been, ‘I’m 
being hurt and I want everyone to know about 
it’ rather than constructively tackling the prob- 
lem. 

“If we can upgrade the jeweler in the eyes of 
the general public, I feel it would go a long way 
to solve the problem for the jeweler, the watch- 
maker, and the watchmaking school.”’ Zag 





PASS IT ON 


Have you found information in this issue 
you think unusually interesting? 

If you have, why not share it? There are 
undoubtedly others around you who would 
also benefit as you have from reading ma- 
terial in this issue. Go ahead—pass it on! 











Distinctive 
in ine 


14 Kt. and 18 Kt. Gold 
Hewelry 
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Clips, Ear Clips 
Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


reformed Parts, | 

Preformed Parts, Ine. 
ASSOCIATED WITH GEO. SCHULER & CO., INC. 
520 Bedford Road. Pleasantville, N. Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 











Sonuthiig NEW in a 


SUPERLATIVE JEWELRY CLEANER 
1) 


New Product! — New Package! 


Waldorf Jewelry Cleaner is an amazingly effective 
cleaner—a perfected combination of cleaning ingredi- 
ents developed from 40 years of research. Contents of 
one envelope in a cup of hot water give “like new” 
results to platinum, diamond and gold jewelry. Scores 
of testimonials attest to its superiority. 


Embossed box contains 12 individual cellophane envel- 
opes of cleaner. $2.00 (Keystone). Individual envelopes 
available for 15¢ each (Keystone) for customer promo- 
tion or mail enclosure. Write today for sample. 


. “THE PRICE IS RIGHT” 
Wholesale 
Dep? (7 Se. JEWELS Fe 


301 PARK AVENUE 
os te. ee fo ENG Re See ee 








Writes Mr. Robert J. Sullivan, Vice President, Lenox, Inc.: 


“House Beautiful’s editorial authority and quality format provide an ideal 


77 } “f, environment for our expanded 1960 giftware advertising campaign. 
1 feaulifill 
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“The 825,000 upper-income families that get the message with every inser- 
hie Raest ont ° sha tion are excellent prospects for our giftware. We know for a fact that House 
. . oer Beautiful’s readers not only see but buy the Lenox advertised. 
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~ eas 77 Other powerful plusses are House Beautiful’s high rating with the trade 
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* and its effective merchandising at the retail level. 
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ale - dp “Just as our retail distribution is through top quality dealers, so our national 
3: & advertising is placed in top quality magazines such as House Beautiful.” 

As advertisers like Lenox China discover, House Beautiful’s authority really 
sells. A survey made by Fact Finders Associates, Inc. in 20 leading department 
stores in 18 cities across the nation proves it conclusively. Actual customers 
were asked “Which Magazine Gives You The Most Helpful Suggestions On 
China and Glass?” 

The results below show that, copy for copy, twice as many customers were 
influenced by House Beautiful as were influenced by its nearest competitor. 
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MENTIONS PER COMPARATIVE COST 
100,000 CIRCULATION PER MENTION 
1959 REPORT 1959 REPORT 
House Beautiful 64 ¢ 9.43 
House & Garden 30 20.62 
Living 20 30.75 
Better Homes & Gardens 16 22.72 
Good Housekeeping - 28.43 
American Home 7 418.33 
Ladies’ Home Journal { 81.20 
McCall's 3 119.07 
Life . 931.42 
Sat. Evening Post . ? 994 00 
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Small wonder, then, that House Beautiful, for 14 years in a row, leads all 
consumer monthlies in China, Glass and Pottery advertising.** 


Sells Both Sides of the Counter 


House beautiful 


572 MADISON AVENUE, NEW YORK 22, N. Y 


**SOURCE: I A Hearst Magazine — One of 13 Keys To The Special Interests of 13 Special Markets 





‘Table top fash 








“Karat” cutting in Companion Crystal im- 


ported from West Germany is available in seven 
sizes, each piece retailing for $2.95. From Her- 
man C. Kupper, Inc., 39 W. 23rd St., New York. 


One of group of Kjellander signed vases in 
Swedish lead crystal with 3-dimensional cop- 
per wheel engravings; “Sailing Ship” is 10” 
high, retails for about $65. Sold by Bertson 
House, Ltd., of 212 Fifth Ave., New York. 


“Beacon Hill” pattern in fine china dinner- 
ware shows fruit and flower groups in soft 
grays with plain rim outlined in platinum; the 
fixe-piece place setting may be retailed for 
$19.95. From Lenox, Inc., of Trenton, N. J. 


JEWELERS 


This group from Garden Club Center series of 
18 especially-designed flower holders is made 
for low arrangements—retails from $4 to $12; 
in crystal and silver mist colors. Created by 
the Fostoria Glass Co., Moundsville, W. Va. 


New “Nordic” pattern in Carefree china is 
Seandinavian in style, done in turquoise, blue 
and olive green; ovenproof, guaranteed for a 
year; 5-pe. setting retails for $7.95. Made 
by the Syracuse China Corp., of Syracuse, N. Y. 


“Flowerwood” design in melamine dinnerware 
shows sprays of delicate pink flowers; 16-pe. 
starter set may be retailed for $14.95. By 
Oneida Silversmiths, Inc., of Oneida, N. Y. 





Looks like royalty... 
works like a charm 
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GOLDEN PRINCESS @ 
DIAMOND RING CLEANER 


WOMEN WANT IT AND BUY IT... ALL YEAR ’ROUND! 


Tip ‘n Twinkle is the ring cleaner women ask for—and really 
use. Its “Gemane” formula whisks away dirt and grease, 
restores original luster of diamonds and other gems. Cleans 
earrings, too. Thousands sold in the $1 version. . . and still 
selling! 

Now customers will also be asking you for this new nation- 


TIP ON 3 TIP 
= TOP = BACK 
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..+« diamond twinhkles like new! 


ally advertised Tip ‘n Twinkle. The “Princess —with its unique 
hourglass bottle design and bright golden finish—appeals to 
women instantly. They want it for themselves and as a gift for 
others, too. It’s attractively packaged in a gold-and-white gift 
box. Many jewelers give Tip ‘n Twinkle with each purchase of 
a diamond ring. It’s a proven success as a good-will builder. 
Try this in your store. 


$13.50 doz. 2/10. . . 2 doz. postpaid anywhere 
SEND IN A SAMPLE ORDER TODAY 


Tip I 


ROANOKE, VIRGINIA 


Original $1 Crystal Tip 'n Twinkle still sells and sells! 
$7.20 doz. 2/10 . . . 2 doz. postpaid anywhere 
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Figures from early Williamsburg interpreted 
in Royal Doulton bone china, authentic in de- 
sign and hand-painted; left to right, figures 
may retail for $45, $38.50, $45. Distributed 
by Doulton & Co., Inc., 11 E. 26th St., New York. 


“Vine” jug in embossed Spode earthenware 
now made in 1 qt. capacity (retail $7.40) in 
addition to *4 pt. capacity (retail $5.25 
soth sizes are carried in stock by Copeland 
& Thompson, Inc., 206 5th Ave., New York. 


Heavy lead crystal bowl in modern design is 
from Norway, is useful for serving nuts, dips, 
candy; 2%4” size retails for $3; 3” size, 
$4; and 3%” size, $5. Sold through Norwegian 
Silver Corp., of 290 Madison Ave., New York. 


p fashions 


“Lucerne” pattern in Franciscan Cosmopolitan 
china shows feathery fronds of blue against 
pure white; the 5-pe. place setting may be 
retailed for $13.95. From Gladding, McBean 
& Co., 2901 Los Feliz Blvd., Los Angeles, Cal. 


“Flanders” is one of patterns in Lifetime's 
new Regent line of melamine, has provincial 
styling of flowering delft blue onion bulbs; 
45-pe. set may be retailed for $49.95. From 
the Watertown Mfg. Co., of Watertown, Conn. 
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English pewter in modern styling’ includes 
this 40-0z. martini pitcher with strainer and 
ice guard, $17.50 retail; tankards, $7.50; 
10” tray, $10. Available only through Viners 
of Sheffield, Inc., 362 Fifth Ave., New York. 





Staging a table-setting contest 


By ROBERT 


For $200 in prize money, Rosenzweig’s has at- 
tracted 875 visitors during a week. Clubwomen 
design the tables and ask their friends to vote on 
“which is the prettiest” 


@® RARE IS THE WOMAN who can resist a contest, 
rarer still the woman who doesn’t feel she can take 
on all comers in setting a gracious table for every 
occasion. 

Reckoning correctly that these feminine in- 
stincts can be turned to good account in the retail 
jewelry field, Rosenzweig’s, Phoenix, Ariz., jew- 
elers, has parlayed the competitive spirit into a 
major traffic builder. 

Rosenzweig’s has been staging contests in table 
setting between local women’s groups with great 
success for several years, the store itself being the 


LATIMER 


arena in which the friendly combatants demon- 
strate their prowess with silver and glassware, 
and other decorations. 

“We make the event as enjoyable as possible,”’ 
says Mrs. Catherine Dennison, bridal consultant 
for Rosenzweig’s, who directs the contests. “All 
clubs entering a contest are encouraged to use any- 
thing from any department which they feel might 
lend more appeal to their table setting. Most of 
the ladies draw heavily on our gift department for 
lamps, china, pottery, gift wares, pictures, and 
general decorative accessories, along with china 
and glass.”’ 

In a representative contest at Rosenzweig’s, 
eight women’s service clubs took part. Each was 
individually invited by the store and asked to ap- 
point a committee to compose the best possible 

(please turn to page 101) 


Table setting contests at Rosenzweig’s attract many visitors to the store to vote for the table of their preference. 
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SILVER FROM B. ALTMAN 


cold storage or hot sales ? 


Take your silverware off the ice this year. Promote 
it with voGue—with the look of fashion, the power 
of fashion. Major silverware companies advertise in 
VOGUE to reach 3,000,000 of America’s best prospects 
for silver. Tie-in with these advertising programs 
by sending for VOGUE'S special merchandising pack- 
age, which includes both display and selling ideas 
for silver. It's free of charge, of course, just drop us 
a line.* In the meantime, look for these important 
silverware names right now in VOGUE: Towle/Lunt 
Oneida International Reed & Barton Wallace/Celsa. 


OGUE 


‘Vogue Merchandising Dept., 420 Lexington Ave., N.Y. 17,N_Y. 








Imperial D’or 





VARIETY 


ZL Spode 
K a THE VF 


INE ENGLISH 
DINNERWARE 


Flights of “fancies” — 

jugs, vases, what-will-you— 
are as typical of Spode 

as its famous dinnerware. 





rs: COPELAND & THOMPSON, INC. 206 FietuH ave... N.Y. 10. N 





FRANCONIA CHINA 


JEWELER'S JOY... "SILVER DREAM" 
in New Minuet Shape 


Platinum decoration on pure white, translucent china: 
embossing and edge accented by Platinum. 5-pe Place 
Setting: $15.50 retail (slightly higher South and West). 


‘SILVER DREAM" TO BE NATIONALLY ADVERTISED 
FOR FIRST TIME IN AUTUMN "'MODERN BRIDE" ([is- 
sued July 14), AND SEPTEMBER "HOUSE BEAUTIFUL" 
issued August 18). 


Open stock in New York. Write for complete price list. 


HERMAN C. KUPPER, ine. 24’ W,23rd Street 


Dinnerware, Glassware and Gifts 





By MADELINE LOVE 
JC-K Gifts Editor 


Simplicity Gets the Nod 


From Fine China Buyers 


@® ALMOST TWO THIRDS (64.7 per cent) of fine 
china customers in jewelry and department stores 
prefer simple decorations. Of the other customers, 
26.5 per cent like elaborately decorated china 
while a poor third, 8.8 per cent, like abstract de- 
signs. 

These are part of the results of a recent nation- 
wide study of the fine china market conducted by 
the New Yorker Magazine in 47 major markets, 
which account for about three-quarters of total 
sales. The survey is the first of its kind under- 
taken since 1956 and the results should be of great 
interest to every dinnerware retailer. 

In making the study, the selection of patterns 
was broken down into age groups. It showed that 
the young market is overwhelmingly for simplic- 
ity of pattern (70.9 per cent up from 65.6 per cent 
in 1956) while abstract designs declined from a 
third to a little more than a quarter of the market. 
Elaborately decorated china, apparently, has little 
or no appeal to the young set. Only 1.9 per cent 
of this market prefer them. 

On the other hand, both the middle and the 
older age groups showed increased interest in 
highly-decorated china. But the middle-aged cus- 
tomers still have a stronger preference for simple 
designs (63.7 per cent) while more than three- 
quarters of the older people chose the richer deco- 
rations. 

According to the study, the demand for fluted- 
rim china is rising sharply, probably because some 
of the major china manufacturers have been plac- 
ing greater emphasis on new variations of the 
fluted shape. Preference has risen from 5.6 per 
cent of the market to 30.8 per cent. It was noted, 
too, that demand for the standard shape—the 





plain-rimmed plate—is also going up (40 per 


cent to 50 per cent). 

Platinum decoration continues to hold a slight 
lead over gold (42.2 per cent to 39.3 per cent). 
And only 18.5 per cent of the customers prefer a 
pattern without any trim at all, a figure which 
shows only the slightest variation from the 1956 
study. 

The purchase of gifts is still one of the most 
important factors in the fine china field, according 
to the survey. Over 95 per cent of the stores re- 
ported having a wedding gift registry, and they 
attribute sales made through the registry, in- 
creased from 51.3 per cent to 56.8 per cent. Buyers 
once again felt that approximately two-thirds of 
their total sales were for gifts. 

The study also revealed that the average sales 
check declined from $61.31 in 1956 to $56.76, and 
the dollar value of gifts also showed a slight drop. 
However, 77 per cent of the stores believe that 
their fine china volume is growing, either rapidly 
or gradually. 
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HIS IS A VIEW of the dining room of “London 

House,” the representative American home 
being shown at London’s Ideal Home Exhibition 
by the National Design Center, the National Hous- 
ing Center, and the National Association of Home 
Builders. The dining table is set with Castleton 
china, Fostoria glassware and Wallace sterling. 
Wooden paneling gives an air of formality to the 
room, and the glass door motif of the china cabinet 
is repeated on one wall with mirrored units which 
conceal bar and storage space. 

This joint venture was presented to London 
viewers at the request of the U.S. Information 
Agency to show the British people how a typical 
middle-income family lives in America in 1960. 
The house will be exhibited in the United States 
during National Home Week in September 


O THAT YOU may safely advise your customers, 
S the American Fine China Guild is conducting 
a study to determine the effects of various deter- 
gents in automatic dishwashers on overglaze deco- 
ration. The study is being conducted at the Syra- 


TARNISH-PROOF 
SILVER STORAGE ITEMS 


with Pacific 
SILVER CLOTH 


ya RETAIL 4 RETAIL 


— 


ham. the 


Don't forget that -— 


best known name in Sterling, offers the 


most complete line of 


TARNISH-PROOF SILVER CHESTS 
& DRAWER PADS 
BAGS AND ROLLS 
IN BOTH PACIFIC 
CLOTH & FLANNEL 


Available to All Jewelers 


SEND FOR FREE 
SILVER STORAGE 
CATALOG 


cham COMPANY 


PROVIDENCE 7, R. L. 


THE Yc 


AMERICA S LEADING SILVERSMITHS SINCE 193! 


SELL MORE 
GIFT ITEMS 


with QUICK SERVICE 


MONOGRAMMING 


You can RENT a 
KINGSLEY for 21¢ a day 


850 Cahuenga > lalelib A celelo mc t- mer litielaslr | 
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Puritan Wedding Cake Knife — 


handsomely gift boxed, with 
satin ribbon and spray of forget- 
me-not. $8.95 (A) 







traight 
A complete line 
... smartly boxed 

business... al 








Lily Cake or Pie Serv- 
ing Knife—a lovely 
gift for serving all 
kinds of desserts. 
Beautifully balanced. 


$9.95 (D) 





Sterling Heart 
Straws — set of four 
—-the most romantic 
oift of all. Boxed 
and ready to wrap. 


$8.95 (F) 







PURITAN 
Wedding Cake Knife 







LILY 
Wedding Cake Knife 


98 


Iced Beverage 
Spoons—set of four 

—availableinclassic 
Puritan pattern to 

$4.95 (B) enhance a hostess’ 
” : precious cry stal. 


$15.95 (C) 


Puritan Bar Knife—in 
Gorham sterling with 
stainless steel blade. 


ready to wrap up year-round 


a 
Ug | S Wg yOu MAIL THIS ORDER FORM TODAY! 
. The Gorham Company 


Providence 7, Rhode Isiand 
Please send me the follow 


~ 


Gorham items 


Coffee Spoons — set 
of four — for that 
gracious after-din- 
ner demi-tasse. The 
sift that makes a 
bride feel pampered 
all her life. Lily 
$9.95 (E) 
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Sterling Letter 
Opener—perfect all- 
occasion gift for a 
man or woman. 
Luxury touch for 
any desk. Puritan 


$4.95 (G) 


Zone . State 
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We were enthusiastic, yes! 
But we never envisioned 
the overwhelming reception 
given our newest entry 
in the china field. 

We thank you 


tor your tremendous interest 1n 


New English Translucent China 

patterns. Prices tor five-piece place sett 

Argenta $12.95 _itadel $14.95 
Burgundy $12.95 ‘airtax $14.95 
Cadence $11.95 $13.95 


Tumbling Leaves 39.95 


Doulton and Company, Inc., 11 East 26 St., New York 10, N. Y. 


cuse China Corp. factory in Syracuse, N.Y., and 
involves all nationally-known detergents and the 
products of America’s finest chinaware manufac- 
turers. William Salisbury, Syracuse executive and 
president of the Guild, says that former testing 
methods involved patterns without platinum lines. 
The present approach uses a large combination of 
china patterns and many different detergents. 
Advertising of those detergents which are ap- 
proved will probably include the statement: “‘Ap- 
proved by American Fine China Guild.” 


CHINA AND GLASS MARKET WEEK with exhibits 

held in the various showrooms around the 
city is scheduled for July 18 to 22 in New York. 
The decision to hold another “‘showroom show” 
this summer was made after the George Little 
Management decided against running a formal 
show. The committee in charge, many of whom 
were active in running last summer’s showroom 
market week, are all members of the China, Glass 
and Pottery Association of America, and it is 
probable that the Association will lend its spon- 
sorship to the event. 














ELEVISION SHOWMAN Johnnie Carson provided 
T a touch of gaiety at the two-day forum held 
by the American Cyanamid Co. for molders and 
marketers of melamine dinnerware. Mr. Carson 
is shown here between George Conover, of the 
Westinghouse Electric Co., and L. J. Francisco, 
general manager of Cyanamid’s plastics and resins 
division. Lloyd Moore, of Libbey Plastics, Inc., is 
at the right. During the forum, held at the Savoy- 
Hilton in New York, the company announced 
plans for intensive television coverage on behalf 
of the industry. Commercials are scheduled for 
Beat the Clock, Who Do You Trust, Love That 
Bob, On the Go, and the Jack Paar Show. 


HE CALIFORNIA GIFT SHOW is set to be held July 
T 24 to 29 in the Biltmore and Ambassador 
Hotels, the Merchandise Mart, and the Brack 
Shops. Reed Hixon, of Trade Shows, Ltd., show 
manager, said that about 40 new spaces will be 
available this year through the addition of the new 
Rex Room at the Biltmore. 

Other far-western shows include the San Fran- 
cisco China, Glass, Gift and Jewelry Show August 
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7 to 10 at Brooks Hall, Sheraton-Palace, St. Fran- 
cis and Sir Francis Drake Hotels and the Western 
Merchandise Mart: the Portland Gift Show Au- 
gust 14 to 17 in the Portland Public Auditorium 
and Plaza Hotel; Seattle Gift Show August 21 to 
24 in the New National Guard Armory, Olympic 
and New Washington Hotels and Terminal Sales 
Building; Spokane Gift Show August 28 to 30 in 
the Davenport Hotel. 


HE GEO. BORGFELDT CORP., importers of china, 
T glass, giftware and toys, has moved from 44 
East 23rd St., New York, to the 15th floor at 1107 
Broadway. The firm, which occupied three floors 
at the old address, will have a more compact op- 
eration in its new quarters. 


LLIED EXHIBITORS, INC., has announced that it 

has turned over the management of the Den- 
ver Gift and Jewelry Show and the Phoenix Gift 
and Jewelry Show to Trade Shows, Ltd., of Los 
Angeles, which manages the California Gift Show. 
soth H. Wes Johnson and Mrs. Mildred M. Dalton, 
of Allied Exhibitors, will continue to be associated 
with the event as consultants. Allied Exhibitors 
will continue to manage the Allied Gift and Jew- 
elry Show, held at the Hotel Adolphus in Dallas 
for the past 20 years. 


R. PICKERING has been appointed by Camden 
H. Hall, Inc., New York china and glass im- 
porters, as its sales representative in New Jersey, 
Pennsylvania, Washington, D.C., Maryland and 
Delaware. He will carry all Camden Hall lines— 
Coalport bone china, Webb Corbett crystal and 
Royal Cauldon earthenware, all from England. 

Zee 

TABLE-SETTING CONTEST 
(continued from page 94) 
table setting, formal or informal. Newspaper ad- 
vertisements called attention to the competition. 
But the ads were almost superfluous. “Every 
woman who has anything to do at all with the 
contest, as an actual contestant, or simply as a 
member of one of the competing clubs, is bound 
to invite all her friends and relatives to come into 
the store and see her handiwork on display,” ex- 
plains Harry Rosenzweig, partner in the firm. 


Chain Reaction 

“In this way a sort of chain reaction develops, 
to the point where one club member can be respon- 
sible for visits from 150 to 200 women in the space 
of a single week,” he says. 

Visitors ponder the merits of each of the several 
table settings, which bear letter cards listing name 
of club and committee members, and vote by bal- 
lot for their preference. 


Just about 
every item is 
easier to sell 


when neatly 


price-marked! 


MONARCH 
Price-Marking 
Speeds Sales 





Clean, legible, Monarch price-marking informs, 
impresses, answers questions, speeds buying de- 
cisions. Carries your store name and prestige on 
every ticket. Does away with the price mistakes 
caused by smudged, crowded, pen or pencil price- 
marking. 

Monarch “Junior” price-marks String Tags. 
Jewelry Tags and Senso (pressure-sensitive) La- 
bels that stick to curved or flat surfaces without 
moistening. 


70 YEARS OF 

RETAIN AND 

INDUSTRIAL 
MARKING 


Fill out and mail 
coupon for information 


MONARCH waecinc svsrem commany 


216 South Torrence St. ® Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch tickets, tags, and labels 

NAME 

STORE NAME _ 

ADDRESS_ 

Passe Gerla... 











BE SURE of having gift boxes when you need them 
by placing your order NOW. Get your choice of 


color and design . . . full range of sizes and styles 
. . . Make sure you have the boxes you WANT... 
before the rush starts. 


With a long reputation for quality and value, 
PICTORIAL offers you America's most complete line 
of set up folding gift boxes, fancy wrapping paper, 
labels and seals. Supplied from stock or designed 
and imprinted on special order. Order everything 
you need direct from manufacturer at lowest cost, 
with delivery guaranteed. 


WRITE for completely illustrated CATALOG with 


paper samples, prices and details of our entire line. 


Buy From One Source Save Transportation Costs 


Pictorial Paper Package Corp. 


232 S. Lake Sireei AURORA, ILLINOIS 








Rosenzweig’s awards cash prizes to first, second 
and third place winners, $10 consolation checks to 
remaining entries, and door prizes to visitors. 
Photos of the prize-winning entries are run in 
newspaper ads at the end of the contests. 

Rosenzweig says the contests have attracted as 
many as 875 persons to the store in a single week, 
most of them coming at the request of contest en- 
trants. It is his firm belief that “dollar for dollar, 
any type of promotion which involves a competi- 
tion between women’s service clubs or groups will 
result in the largest number of store visitors, par- 
ticularly when some sort of display or exhibit is 
used.”’ 

At an outlay in prizes of less than $200, the cost 
of testing Rosenzweig’s belief is well within the 
range of most jewelers. Zea 


Wonder Clocks of China 


HEAVENLY CLOCKWORK, THE GREAT ASTRONOMICAL CLOCKS 
OF MEDIEVAL CHINA. By Needham, Ling, Price. Illus- 
trated. 250 pp. Cambridge University Press. 

While there are numerous books which treat 
the horological backgrounds of various Western 
nations and Japan, a study of the horological 
works of China, one of the oldest civilizations, 
has been lacking. This is more puzzling when one 
considers that this nation has given much to the 
sciences and inventions upon which modern tech- 
nology is based. 

Professors Needham and Ling of Cambridge 
have collaborated in previous treatises on early 
Chinese science and this large volume on the 
history of timekeeping and clockmaking of medi- 
eval China is done in a most scholarly manner. 
(Even the footnotes have footnotes.) 

In researching the development of engineering 
in old China, Dr. Price uncovered a history of six 
centuries of mechanical clockwork, preceding the 
first mechanical escapement clocks of the West 
(which occurred about 1300 A.D.). These Chinese 
clocks were powered not by a falling weight but 
by a water wheel. Yet they contained what has 
been called the ‘“‘soul of the mechanical clock,” 
namely a form of escapement. This was a device 
of link-work and weight bridges which prevented 
the onward motion of the driving wheel while 
each scoop filled in turn with water. 

The book has descriptions of later Chinese 
horological developments and their influence on 
timekeeping of the West. The publication was 
sponsored by The Antiquarian Horological So- 
city, the British counterpart of America’s Na- 
tional Association of Watch and Clock Collectors. 
The book is 10x71% inches, of excellent stock and 
print, attractively jacketed and is available 
through the American branch of the Cambridge 
University Press at 32 E. 57th St., N. Y. 22, N. Y. 
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purchaser of an engagement or wedding ring 
drops a slip of paper bearing the name of 
the bride-to-be into a box. One slip is drawn 
at random every month from the box—and 
she is the “Bride of the Month.” 

The lucky lass on the winning slip gets a 


T fd A T Pp A Y full refund on her rings, a set of matched 


@ Capitalize on news events: When Albany, 

N. Y., celebrated the 350th anniversary of 

Henry Hudson’s discovery of the Hudson 

tiver, Frank H. Adams, jeweler, recognized a 

chance for important newspaper publicity. He 

took a full page ad in a tabloid newspaper 

supplement devoted to the event. The ad fea- 

tured a sketch of the original Adams store, a perees 
175 years ago; pointed out that the true ' 
craftsmen of those days “still live on in the 

Frank Adams’ workrooms.” Residents and 

visitors were invited to stop in at the store 

and watch the craftsmen at work. 


@ Wedding Business. Selecting a “Bride of 

the Month” and showering her with gifts, 

including return of the full price of her en- 

gagement and wedding rings, has boosted 

wedding-set sales 400 to 600 a month in Zale’s luggage of her choice, an 8” by 10” wedding 

six Denver stores. portrait, and an orchid corsage. Newspaper 
Brainstorm of Fred Cohan, Zale’s zone man- ads, TV and radio spots, and posters outside 

ager, the promotion operates this way: Each the stores spread the good word. 
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a PICIHC Silvercloth 


~~ \ brightens your Sales Picture! 


i ee 


/ | ¥ 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard... it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 

silver if you keep it wrapped in Pacific Silvercloth. 

2emember, nationally advertised Pacific Silvercloth will 

help sell your silver for you... keeps customers happy 

with their silverware...adds more profit to your sales. 

See your supplier about the Pacific Silvercloth Cooperative Advertising Plan Wass Dilicnniy Seer Chest 


by Eureka lined with 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., Pacific Silvercloth 
1430 Broadway, New York 18, N Y 





Ss Briefly 


FAIR TRADE BACKERS FEEL THEIR BILL CAN GET TO THE HOUSE FLOOR THIS SESSION, are 
urging "every friend of fair trade" to badger Congressmen for a national 
fair trade law, either the Harris bill or a Similar one. Meanwhile on the 
State level, the Minnesota Supreme Court has declared the state's 28-year- 
old fair trade law unconstitutional. 


A PIN LEVER WATCH WITH JEWELS CAN BE CALLED "JEWELED," said the Federal Trade 
Commission, dismissing a complaint that Berger Watch Co. in New York had 
misrepresented its pin levers as being ‘jeweled.' Earlier this year, FTC 
decreed that a jewel must serve as a frictional bearing to be labeled 
"jewel" in advertising. FTC reasoned that although most of the jeweled 
watches sold in this country in the past 50 years have been jeweled-lever, 
"it does not necessarily follow that the industry associates the term 
"17 jewel" with a jeweled-lever escapement. Moreover, there has been no 
Showing that the public makes this association." 


JEWELRY AND WATCHES WILL BE FEATURED AT THE U. S. WORLD TRADE FAIR, set to go 
May 4-14 at the New York Coliseum. Exhibits will be shown on the first 
floor, will also be included in the national pavilion exhibits. 


HOW COMPANIES ARE DOING: Sales of Hamilton Watch Co. in the 12 months ending Jan. 3l 
were $31.1 million, almost 28 per cent better than fiscal '58 sales of 
$24.4 million. . .. Sales of General Time Corp. for the first quarter of 
1960 were $14.8 million, up 2l per cent from '59. .. . Net income for 
International Silver Co. in 1959 was slightly more than $2 million, up 8 
per cent from 1958 net. .. . Bell & Howell had sales of $61.3 million in 
1959, up 4 per cent over '58 sales; earnings increased 15 per cent. 


HOW OLD ARE YOUR CUSTOMERS? If you're in Florida, for example, they're getting 
older all the time, according to a new report by the U. S. Census Bureau 
on age groups and where they live. On the other hand, if you're in Alaska, 
you're in the state with the largest proportion of youngsters of any in the 
Union; 34 per cent of Alaskans are in the 5-17 age group. The percentage 
of oldsters in Florida grew by 93 per cent in the past decade. 


NATIONWIDE, 24.3 PER CENT OF THE POPULATION IS 5 to 17 YEARS OLD. Greatest 
incidence of youths, after Alaska, is in New Mexico (30 per cent) and in 
South Carolina and Hawaii (29 per cent each). Most rapid gains in the 

child population are in Alaska and Nevada. New York and Washington, D. C., 
have the smallest proportion of youngsters: 21 and 17 per cent respectively. 





SUNBEAM AND BULOVA WATCH WERE THE TOP TV ADVERTISERS IN THE JEWELRY INDUSTRY in 
1959. Sunbeam, 65th among the nation's 320 top network television adver- 
tisers, and Bulova, 74th, spent respectively $2,050,161 and $1,686,676 (tops 
among all TV advertisers was Procter & Gamble, which spent $50 million). 
Other big TV spenders in the jewelry industry: Elgin National Watch Co., 
$624,725; Speidel Corp., $898,870; Schick, Inc., $1,649,417; U. S. Time 
Corp., $745,500; Sterling Silversmiths Guild of America, $131,182; Watch- 
makers of Switzerland, $113,085; Sheaffer Pen Co., $119,960; Longines- 
Wittnauer Watch Co., $325,236; General Time Corp., $663,707; Benrus Watch 
Co., $466,123; Bell & Howell, $588,113; Amity Leather Products Co., 
$151,440; Hallmark Cards, $1,018,794; Minnesota Mining and Manufacturing 
(gift wraps), $466,730. 


TIFFANY & CO. HAD A BANNER YEAR IN 1959, reported a gross profit from operations 
before depreciation and taxes of $5,141,520. Net income after taxes was 
$531,288, up 64.8 per cent from 1958 net. Firm attributes rise to the 
aggressive merchandising policies of Chairman Walter Hoving, who took con- 
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Parker 61 
Jet 

i hehter 
Pen 


You can sell the latest—and finest— 
of all Parker fountain pens with 
full confidence in full mark up! You 
don't have to fight discount compe- 
tition. No need to worry about sud- 
den markdowns. And your customer 
buys with full confidence in the 
Parker name —and in the new pen 
that fills itself through exclusive 


capillary action, holds its ink at al- 


titudes up to 8 miles in Parker’s 
space-designed, Jet-tested “safety 
chamber.” Join fine stores all over 
the world in featuring the new, high 
profit Parker 61. 

The Jet Flighter is nationally adver- 
tised in Life, Esquire, New Yorker, 


Sunset and Holiday. 


The 
Parker 


Pen 
Company 


COPYRIGHT 1960 BY > THE PARKER PEN COMPANY 


JANESVILLE, WISCONSIN, U.S.A 





Briefly i 


trol four years ago, says it can now appeal to a public “that never before 
had the courage to enter its portals." 


SALES OF DIAMONDS IN FIRST-QUARTER 1960 DROPPED BELOW LAST YEAR'S RECORD first 
quarter, according to DeBeers. Total sales in the 1960 quarter were $57.1 
million, of which $39.3 million were of gem stones, $17.8 million of 
industrial stones. Record sales in '59 were $66 million for the quarter, 
comprised of $44.4 million gems and $21.6 million industrials. Slump in 
industrial sales reflects the easing of stockpiling by the U. S. Govern- 
ment, sources feel; it could also reflect the pinch of competition from the 
Synthetic stones now being made. DeBeers Says the first quarter sales 
include no stones from Russian mines (in January DeBeers arranged with 
Russia to handle all her sales to the Western world). 


RJA HAS PUBLISHED TABLES FOR FIGURING % PER CENT CREDIT CHARGES. This Supplements 
the l per cent tables published earlier by RJA. Tables give weekly and 
monthly payments on installment accounts as well as carrying charges. They 
also list figures for refund or credit for accelerated payments. Cost of the 
tables from RJA is $l to members, $2 to non-members. RJA points out that 
State laws on credit charges are not uniform, Suggests jewelers check the 
the particulars in these laws before ordering tables. 


JEWELRY STORES SOLD 4 PER CENT MORE IN FEBRUARY 1960 than in February 1959. Febru- 
ary sales, however, were 2 per cent less than January sales. Best retail 
performances in February were by florists (up 10 per cent) and by optical 
goods stores (up 20 per cent). Camera supply stores were down 5 per cent, 
luggage stores down 9 per cent. 


NOTEWORTHY FACTS ABOUT THE VARIOUS SEGMENTS OF THE JEWELRY INDUSTRY are being issued 
by the U. S. Department of Commerce, which is in the process of tabulating 
the data it gathered in its 1958 Census of Manufactures. Here iS advance 
information from the tabulations on four industry segments. Final reports on 
the 1958 Census will be published in Volume II, Industry Statistics, which 
is available through the Commerce Department. 


JEWELRY (PRECIOUS METAL) INDUSTRY--During '58 jewelry makers shipped prod- 
ucts worth $326 million, an increase of 19 per cent over 1954. Average 
employment in the industry in '58 was 21,000, an 1l per cent drop from 
average ‘54 employment. Biggest single product category was jewelry made of 
platinum metals and karat gold, where shipments totaled $195,361,000. Big 
items here were rings, ring mountings, women's and children's jewelry, watch 
attachments. Jewelry made of precious metals except platinum and gold 
accounted for $74,265,000 in shipments in '58. Women's and children's 
jewelry and watch attachments were prominent here. Top producer-states were 
New York, Rhode Island, Massachusetts, New Jersey. 


COSTUME JEWELRY INDUSTRY--During '58, jewelry makers in this category 
Shipped products worth $253 million, al per cent increase over '54 ship- 
ments. Employment decreased 9 per cent from 1954 to 1958, to an average of 
25,200 employees. Biggest single costume jewelry itemsS were women's and 
children's jewelry and costume novelties, in which $100 million worth of 
products was Shipped. Rhode Island was the top=-producing state, followed 
by New York, Massachusetts and California. 


JEWELRY AND INSTRUMENT CASES INDUSTRY--This category, which includes jewelry 
and instrument cases except precious metal ones, shipped products valued at 
$60 million in 1958, a decrease of 10 per cent from 1954. Employment dropped 
21 per cent from 1954 to 1958, to an average 6300 employees. New York, 
Massachusetts, New Jersey and Illinois were the major producing states, with 
New England the major region. 











WATCHCASE INDUSTRY--$34 million worth of watchcases were shipped in 1958, 
down 3 per cent from 1954 shipments. Employment was down 32 per cent from 
1954 to '58, to a total of 2600 employees. New York was the top producing 
State, accounting for 50 per cent more watchcase shipments than all of New 
England combined. 




















Tessier & Weiss, ING. 2389 VAUX HALL ROAD + UNION, NEW JERSEY 
Your wholesalermand only your wholesaler can offer you TESSLER &£ WEISS mountings 
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Retailers say bill requiring disclosure 


of all credit charges 


Hearings for a bill which would 
require full disclosure of install- 
ment credit charges by retailers 
for the consumer, finally got the 
retailer’s view of the proposal. 

Witnesses at the credit hear- 
ings have been pleading the cause 
of the consumer for some time, 
but nobody had mentioned the ef- 
fect of such legislation on repu- 
table retailers. 

The hearings, before a Senate 

Banking subcommittee headed by 
the bill’s sponsor, Sen. Paul Doug- 
las (D., Ill.), have been filled with 
tales of fleeced consumers who 
had paid 100 per cent credit 
and more. 
Retailers finally got their turn 
when witnesses ap- 
peared for the National Retail 
Merchants Association. 

Their testimony brought out 
several theories. One, they be- 
lieve the bill (S. 2755) will not 
stop the unscrupulous from de- 
ceiving the consumer. Another, 
they maintain the reputable mer- 
chant already discloses his credit 
thus does not need the 


charges, 


to answer 


charges, 
bill. 


Too Much Power? 

NRMA witnesses told the com- 
mittee the bill 
higher prices, the smuggling of 
credit charges into the base price, 


could result in 


and expansion of illegitimate 

credit operations. 
Dr. Theodore N. 

Ohio State 


professor, 


Beckman, an 
University marketing 
contended the bil! 
over “to a federal! 
agency more power than has ever 
been delegated over such a large 
segment of business except per- 
haps in time of war’ and would 
“hundreds of thousands 
of small business enterprises to 
rules and regulations which prob- 
ably cannot be enforced anyway.” 


turn 


would 


subject 


108 


is unenforceable 


Even a witness for the bill 
questioned the enforcement. Wil- 
liam McChesney Martin, Jr., chair- 
man of the Federal Reserve Board, 
endorsed the bill but said it would 
raise difficult problems of adminis- 
tration and enforcement. The FRB 
would administer the bill if it is 
passed. 

The Indiana Jewelers 
tion bulletin asked members to op- 
pose the bill, said it would place 


Associa- 


serious burdens on sellers. 

Backers of the legislation claim 
present credit threaten 
economic stability. Retailers main- 
tain the reputable merchant might 
be forced to discontinue offering 
credit terms, which would do far 
more damage to the U.S. economy. 


practices 
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COCK-A-DOODLE-DOUGH: This is 
91, inches of the most expensive 
gamecock ever—he is made solidly of 
gold worth more than $40,000 (60 
pounds at $35 an ounce), will grace 
the Golden Rooster Room, a gaming 
establishment owned by one Dick 
Graves near Reno, Nev. Rooster was 
made by Newman’s Silver Shop of 
Reno, was fashioned by six master 
craftsmen under the glinting eyes of 
two armed guards, was stored each 
night in a Reno bank until the work 
was finished. 


U.S. takes action in 
watch conspiracy case 


The Justice Department has ob- 
tained consent judgments signed 
by 13 of the 23 watch firms and 
watch trade groups who were 
charged in 1954 with conspiring to 
restrain the manufacture, sale, im- 
portation, exportation and distri- 
bution of watches and watch parts 
in the U. S., in violation of the 
Sherman Antitrust Act. 

The government will proceed to 
trial against the remaining defen- 
dants on Sept. 12, before Judge 
John M. Cashin in Federal District 
Court in New York. 

The Justice Department’s 1954 
complaint charged that the 23 firms 
had agreed among themselves and 
with others: (1) to refrain from 
establishing watch manufacturing 
facilities in the U. S., (2) to re- 
strict the manufacture of watches 
and watch parts in the U. S., (3) 
to refrain from extending aid to 
watch making firms in nations out- 
side of Switzerland, (4) to fix the 
prices and terms of sale for Swiss 
watches imported into the U. S., 
(5) to blacklist, boycott or “fine’”’ 
LU. S. firms which did not agree to 
these agreements, and (6) to pre- 
vent the exportation to Switzer- 
land and to other countries from 
the U. S. of American-made watch 


parts and watch cases. 


West vs. West? 

Complaint also charged that U.S. 
importers of Swiss watches had 
signed contracts with Swiss makers 
of brand-name watches to import 
watches in specified annual 
amounts, and to refrain from han- 
dling competitive brands, and also 
to limit the re-export of imported 
Swiss watches to Western nations 
outside the U.S. 

Finally, the complaint 
the 23 firms with excluding certain 
American importers from import- 
ing watch repair parts, and with 
fixing the sales price of such parts 
in the U.S. 

The 13 consenting firms 


charged 


have 





agreed not to participate in such 
practices, with the aim of “restor- 
ing competition in every phase of 
the pin lever and jeweled lever 
watch business in the U. S.” The 
13: Foote, Cone & Belding; Ameri- 
can Watch Association; Eterna 
Watch Co. of America; Concord 
Watch Co.; Diethelm & Keller, 
Ltd.; American Rolex Watch Corp.; 
Rodania Watch Co.; Movado Watch 
Agency; Jean R. Graef; Norman 
M. Morris Corp.; Henri Stern 
Watch Agency; Berco; Wyler 
Watch Corp. 

Before the suit was filed, State 
Department and Depart- 
ment officials talked with Swiss of- 
ficials. The Swiss indicated then 
that part of the controversy about 
the alleged restriction of watch 
machinery sales here involved “cer- 
tain Swiss laws and regulations.” 

The Justice Department made 


Justice 


clear in 1954 that “no attempt is 
made by this suit to regulate or 
control the operations of the Swiss 
watch industry in Switzerland. The 
complaint deals only with the prac- 
tices effectuated in the U. 8S. which 
relate to the domestic and foreign 
commerce of this country.” And 
the Department hoped that the case 
could be resolved “without affect- 
ing the traditionally close relations 
between the two countries.” 

Justice Department will proceed 
to trial Sept. 12 against these de- 
fendants: Bulova Watch Co.; Ben- 
rus Watch Co.; Gruen Watch Co.; 
Longines - Wittnauer Watch Co.; 
The Federation of Swiss Watch 
Manufacturers; Gruen Watch Co. 
of Switzerland; Wittnauer & Co. 
of Switzerland; Eterna A. G. 
Uhrenfabrik; Ebauches S. A.; 
Watchmakers of Switzerland In- 
formation Center, Ince. 


Bulova will sell Japanese jeweled lever 
watches in U.S. in $12-$25 price range 


Bulova Watch Co. has entered 
an agreement with Citizen Watch 
Co. of Tokyo, Japan, in which the 
Nippon firm will produce jeweled 
lever movements and completed 
watches for sale by Bulova in the 
Agreement also 
marketing 


UL. S. and Canada. 
makes Citizen’ sole 
agent in Japan for watches made 
by Bulova in the U. S. and Swit- 
zerland. 

Bulova President Harry B. Hen- 
she] sald the agreement has 
“broad implications for the watch 
business as it is now known in 
the U. S. and in many free-world 
markets.” He said the agreement 
gives Bulova access to a larger 
source of supply of jeweled-lever 


watches than “any other watch 
company outside of Russia.” 
Henshel explained the agree- 
“opens a large new market” 
for Bulova in the U. S. 


ada. These countries have in re- 


ment 
and Can- 
cent vears, he said, “witnessed 
mushrooming growth of traffic in 
low-priced pin lever watch move- 
ments, to the extent that their 
sale far exceeds, in numbers, the 
total volume of dependable jew- 
eled-lever watches.” Henshel esti- 
mated the pin lever market at 
some 8 million units per year. 


,9 


The Japanese watches will be 
marketed by a separate and newly 
formed division of Bulova in the 
under a trademark name to 
be announced later. No definite 


ie .* 
date has been announced about 
the actual entry of the Japanese 
watches here, although the price 
range will probably be from $12 
to $25, competitive with present 
pin-lever prices. 

Bulova is not the first U. S. 
contract with 
watch firms, although it may be 
the first to market any substan- 
tial number of Japanese watches 
here and in Canada. 

Hamilton Watch Co. has for 
some time had a technical assis- 
| agreement with Takano 
Watch Co. in Japan, but is still 
“several years away” from intro- 
ducing a Takano watch into the 
According to Hamilton 
President Arthur Sinkler, Takano 
is marketing in Japan a watch 
made in Hamilton’s Lancaster, 
Pa. plant. Hamilton has said that 
it will probably introduce Takano 
watches in South America before 
trying them in the U. S. 

And U. S. Time Corp. has been 
market-testing 17-jewel watches 
from Japan and from Germany, at 


firm to Japanese 


tance 


U. S. 


a suggested retail price of $19.95. 
U. S. Time, which acknowledges 
that the Bulova move is “some 
competition,” is already delivering 
the first of the new 17-jewel 
“Timex 400” watches to dealers. 


“Defensive and Aggressive” 


Bulova gave several reasons for 
its move. Henshel said Russia 
poses a great potential threat to 
the watch industry of the free 
world, says it is now second in 
production only to Switzerland. 
He believes Russia is in a posi- 
tion to exert extreme pressure on 
selected markets—‘their strategy 
permits them to ignore production 
costs when setting prices’’—says 
that free-world manufacturers 
must combat this strategy. “We 
believe our planning is one step 
toward accomplishment of that 
purpose.” 

Henshel also feels that having 
sources of supply in three coun- 
tries may well serve the interest 
of national defense in the event 
that an emergency would require 


Julova’s domestic facilities for 


defense work. Bulova is planning 
early construction of a new fac- 
tory on land it owns at Neuchatel, 


Switzerland. 

Citizen Watch is 40 years old, 
has 3500 employees, has increased 
sales 300 per cent since 1955. The 
terms of the agreement commit 
Citizen to ‘ 
and promotion of Bulova watches 
in Japan.” 


‘aggressive advertising 


me ile 


— 


HONORS: Gov. John Davis of North 
Dakota, left, gives Delbert Anderson 
proclamation honoring Bulova Watch 
Co.’s operation of the U. S. instru- 
ment jewel bearing plant in Rolla, 
N. D. Anderson is plant manager. 
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AGS Conclave Votes Second Term For Moon; 
Plans Intensive Six-Month PR Campaign 


American Gem Society mem- 
bers, 275 strong, plus wives and 
children in many cases, con- 
verged on Boston’s Statler Hilton 
Hotel April 1-5 for their 26th an- 
nual Conclave. Host for the occa- 
sion was the New England Guild, 
under president Robert W. Swan- 
son, C. G., 

Members paid tribute to the 
work of AGS President Lester W. 
Moon of Tallahassee, Fla., during 
his first year in office, gave con- 
crete evidence of their gratitude 
by electing him to a second term. 

In business sessions the mem- 
bership approved recommenda- 
tions that: dues be increased, 
amount to be determined later; 
members use the phrase, “Mem- 
ber, American Gem Society” in all 
local advertising to avoid possible 
confusion with jeweler organiza- 
tions using similar slogans; AGS 
undertake, through a public rela- 
tions firm, an intensive six-month 
campaign to publicize AGS in the 
daily and weekly press; members 
contact their Senators and Con- 
gressmen and urge speedy amend- 
ment of the National Stamping 
Act; the Diamond Standard Com- 
mittee continue its work toward 
the goal of a standardized dia- 
mond grading system. 


Fi Ge 


HEAD TABLE: shot at AGS 26th Conclave opening din- 
ner in Boston’s Statier Hilton Hotel shows, left to right: at 
Lester W. Moon, AGS president; Richard T. Liddicoat, Jr., 
C. G., director of GIA’s Eastern Laboratory; Alfred I. 
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The Education Committee an- 
nounced that it is making avail- 
able to members a series of three- 
dimensional colored slides of 
diamonds, complete with viewer 
and accompanying descriptive in- 
formation, as an appraisal tool. 
Set will cost $125. 

The Nomenclature Committee 
advised against discussion of the 
Chatham “cultured” emeralds 
matter, as “it would serve no par- 
ticularly useful cause at the mo- 
ment.” 

The Membership Committee re- 
ported 134 new Associate Mem- 
bers, 12 new Certified Gemolo- 
gists, 6 new Graduate Members 
and 4 new Graduate Members 
(Wholesale) in 1959. Membership 
now stands at 1,726 individuals, 
806 firms. 

New assistant secretary of the 
International Committee is Dur- 
ward Howes, III, R.J., Pasadena, 
Cal., replacing Allan L. Stevens, 
C.G., Salem, Ore. Other new mem- 
bers of the International Commit- 
tee are George Schneider, Kings- 
ton, N. Y.; Elaine Cooper, C.G., 
Philadelphia, Pa.; H. C. Kirkberg, 
Ft. Dodge, Ila.; and Irving Mi- 
chaels, C.G., New Haven, Conn. 

Conclave got under way with a 
“gemological news panel” con- 
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C. G. 


president, 


ducted by a quintet from the 
Gemological Institute of America, 
Certified Gemologists Lester B. 
Benson, G. Robert Crowning- 
shield, Bert Krashes, Richard T. 
Eunice R. 


Liddicoat, Jr., and 


Miles. 
“Diamondite”’ Discussed 


Members learned from the GIA 
team of a new synthetic, “dia- 
mondite”’ by name, which has 
made a considerable splash in 
New York and in 
New York department 
grossing more than $100,000 in 


Canada, one 
store 


‘“‘diamondite”’ sales after one Sun- 
day advertisement in the New 
York Times. 
“Diamondite” in 
synthetic sapphire, says GIA, for 
which a hardness of nine and one 
half is claimed in some advertise- 


reality is a 


ments. 

Other tid-bits from the news 
panel: 

X-ray treatment will make light 
vellow sapphire much yellower; 
GIA has had several requests to 
treat sapphires in this manner. 

“Gypsy” earrings will be best 
sellers this summer and fall. 

Prolonged immersion in Clorox 
will break any ring shank that 
has zinc in the solder. 

The “hard point” test of dia- 
mond is a risky proposition be- 
cause all diamonds are not the 
same hardness and a hard stone 
can scratch a soft one; GIA rec- 
ommends studying the refractive 
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Woodill, executive director, AGS; Robert W. Swanson, 
New England Guild; Mrs. Swanson; 
Mrs. William S. Preston, Jr.; and William S. Preston, Jr., 





index instead. 

The Russians probably doubled 
their diamond output from Sibe- 
rian deposits between 1956 and 
1958 but the ratio of gem to in- 
dustrial production in unknown; 
there is little likelihood the De- 
Beers agreement with the Soviets 
will alter the price structure of 
diamonds. 

Several hours were devoted to 
laboratory sessions. Each member 
studied some 100 diamonds and 
colored stones, checked their ac- 
curacy in spotting inclusions and 
other flaws. Dick Liddicoat dis- 
cussed the use of magnification 
to identify stones of high refrac- 
tive index; Bert Krashes delved 
into critical areas for gem testing 
and described the new synthetic 
emerald, “‘Emerite,” which has 
been developed by a German for- 
mer prisoner of war and involves 
growing an emerald-like _ sub- 
stance directly on a seed stone of 
beryl. In the process the cap de- 
velops many of the crystalline 
characteristics of beryl. Krashes 
reported that producers of “Em- 
erite” will describe it as synthetic 
emerald. 

Aussie “Persuasion” 

After Lester Benson had the 
less technically-minded on _ the 
ropes with a lecture on “Spectro- 
photometry in Testing Colored 


Diamonds,” Bob Crowningshield 
brought the audience back into 
less rarified atmosphere by de- 
scribing recent cultured pear] de- 
velopments — fresh water pearls 
from a Japanese lake, and the 
giant 16 to 20 millimeter pearls 
currently being developed by the 
cultured pearl industry of Aus- 
tralia. He said producers have 
apparentiy mastered the art of 
“gently persuading” oysters to 
take nuclei as large as 10 milli- 
meters. Mortality rate is high, 
however, and only about 30 per 
cent of the Australia pearl crop 
is good. He disposed of so-called 
“instant” cultured pearls now on 
the market in some 
‘“somebody’s idea of making ‘Dia- 
mondite’ out of cultured pearls.” 


areaS a8 


Lester Benson described plas- 
tic-impregnated turquoise as more 
beautiful and less obvious than 
paraffin-coated turquoise but said 
a plastic treated stone could be 
detected by passing a _ heated 
needle close to the stone. Though 
it will not run like paraffin, the 
plastic will give off a pungent 
smell. 

Non-technical highlights of the 
Conclave were trips to the Har- 
vard University Museum to see 
the mineralogical collections and 
the famed Agassiz collection of 
glass flowers, and a tour of the 
Towle Silversmiths factory. 


CARBON SPOT? FEATHER? AGS members studied dozens of diamonds and 
colored stones, synthetic and natural, through Diamondscopes and Diamondlites 
at the 26th Conclave’s well-attended laboratory sessions. In recognition tests, 
each person examined a stone for 30 seconds, jotted down flaws, then moved 
to another instrument, permitting examination of many more specimens than 


in previous sessions. 


Winston moves gems 
to new New York home 


While dozens of armed guards 
watched, some with drawn pistols, 
four steamer trunks made their 
way up the pre-dawn streets of 
New York, from 7 E. 5lst St. to 
718 Fifth Ave. 

Harry Winston, Inc., was moving 
its jewel collection to its new six- 
floor remodeled building, while 
New York lay mostly sleeping. 

Each trunk was surrounded by a 
Brink’s armored car, sundry 
Brink’s guards, New York police, 
private detectives, even three of 
Winston’s own armed guards. The 
gems, insured for $40 million, in- 
cluded a diamond and emerald 
necklace valued by Winston at $1 
million. 

Said one early-bird observer: 
“And I thought the Easter parade 
was impressive.” 


United Jewelry Show 
set to open May 6 


Fall lines of jewelry will be un- 
veiled May 6 at the Sheraton- 
3iltmore Hotel, Providence, for the 
opening of the United Jewelry 
Show. The showing, exclusively for 
wholesalers and jobbers, will close 
May 15. 

The intensive screening program 
which has been successful in past 
shows in excluding unauthorized 
buyers will be continued, the plan- 
ning committee reports. 


JIC list tells jewelers 
where to get 31 films 


The Jewelry Industry Council 
has issued a report which will tell 
jewelers exactly where to get any 
one of 31 films which they might 
want to show to clubs, salespeople, 
social meetings, ete. 

Report gives the names and ad- 
dresses of the sources for the 
which are in seven cate- 

diamonds, watches, silver, 


films, 
gories: 
pearls and colored stones, crystal 
and glass, china, and glass. All 
films are described. 

Council is offering the film ser- 
vice to supplement the activities 
of its Speakers Service Bureau, 
which makes available to jewelers 
complete manuscripts of speeches 
on all aspects of the business. 





Noyes is new president 
of Oneida Silversmiths 


Pierrepont T. Noyes, 46-year-old 
grandson of the founder of Oneida 
Silversmiths, was elected president 
of the firm at a meeting of the 
board of directors Mar. 31. 

He succeeds Miles E. Robertson, 
who has been president since 1950. 
Robertson has been with Oneida 
for 47 years, will continue as 
chairman of the board and chair- 
man of the executive committee. 

The new president, who gradu- 
ated from Colgate University in 
1936, has spent his entire business 
career at Oneida, in production 
and sales and as an executive. He 
was elected to the board of direc- 
tors in 1946, served ultimately as 
assistant general manager, execu- 
tive vice-president and general 
manager. He lives in Kenwood, 
N. Y., with his wife and two chil- 
dren, is an avid golfer and skiier, 
likes to hunt and fish. 

“Dunc” Robertson, whose name 
has become synonymous. with 
Oneida’s, is currently chairman of 
the executive committee of the 
Stainless Steel Flatware Manufac- 
turers Association (he was instru- 
mental in obtaining the new fed- 
eral quotas on stainless steel im- 
ports), is also chairman of the 
board of the Associated Industries 
of New York State. He is married 
to the former Constance P. Noyes. 


Annual Report 


At the stockholders’ meeting on 
Mar. 31, 
Oneida sales in 1959 were consid- 
erably better than in 1958. He also 
said the downward trend of sales 
of silverplated flatware was 
stopped, and noted a pickup in 
sterling and stainless flatware 


robertson reported that 


sales. 

He noted that 1959 marked the 
introduction of Oneida Melamine 
dinnerware, and that in 1959 the 
firm had begun construction of a 
new plant in Northern Ireland, 
which will start producing silver- 
plated and stainless steel flatware 
by November 1960. 

tobertson reported that while 
the firm’s English subsidiary in 
Sheffield had done quite well in 
1959, its Canadian division had 
had a “difficult vear.” 
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New Oneida President Noyes with Board Chairman Robertson 
from one golfer to another 


New Yorkers affiliate with AWI, 
charter membership climbs to 2/09 


In what is hoped will be a prece- 
dent-setting action, the Horologi- 
eal Society of New York has voted 
unanimously to affiliate as a body 
with the burgeoning American 
Watchmakers Institute. This de- 
cision, taken by the nation’s oldest 
society of watchmakers, is expected 
to establish a pattern which will be 
followed by watchmakers, their 
guilds, and _ state associations 
throughout the nation. 

The New York watchmakers 
carefully considered all aspects of 
their mass affiliation with AWI. 
Prior to the vote, the Society heard 
Henry Fried, its technical director, 
explain the need for a strong na- 
tion organization. Mr. _ Fried, 
JC-K’s horological consultant, who 
is also a member of AWI’s 15-man 
interim board, reviewed the bene- 
fits each watchmaker could expect 
from affiliation with the new asso- 
ciation. 

As a result of the balloting, 
every member of the Horological 
Society of New York will pay an- 
nual dues of $18, of which $10 will 
be paid by the society to AWI. 

Following this January decision 
by the New York watchmakers, the 
AWI interim board was notified 
that the Horological Association of 
California is generally in favor of 
affiliation with AWI, and that such 
action will undoubtedly be taken 
when the Californians hold their 
convention in August. Later in 
January came word that the Toledo 


(Ohio) watchmakers guild had fol- 
lowed New York’s lead, voting for 
100 per cent affiliation with AWI. 

AWI’s board of directors has 
also gotten votes of confidence from 
such groups as the Florida, Indiana 
and Texas watchmakers assocla- 
tions, expects “virtually all” of the 
nation’s groups to affiliate. 

Meanwhile, AWI has announced 
that its charter membership now 
stands at 2705. The Institute is 
urging all charter members to 
make a concerted effort to contact 
and enlist non-member watchmak- 
ers. In calling for this expenditure 
of personal effort, AWI points out 
that of the 40,000 to 45,000 prac- 
ticing watchmakers in the country, 
no more than 30,000 are exposed to 
information about AWI in the vari- 
ous publications of the watchmak- 
ing industry. These men could 
benefit greatly from membership 
in AWI—all they need is to be told 
about it. 

Charter memberships are still 
being accepted. Dues are $10, and 
can be sent either to the Horologi- 
cal Institute of America, 912 State 
Life Building, Indianapolis 4, Ind., 
or to the United Horological Asso- 
ciation of America, 1901 E. Colfax 
Ave., Denver 6, Colo. 

Working on publicity for the 
AWI chartering convention June 
17-20 in Chicago is Carl Sedan As- 
sociates of Detroit. Sedan, a busi- 
ness consulting firm, will become 
AWI’s executive secretary. 
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PHILANTHROPIST: President Cecil D. Kaufmann of Kay Jewelry Stores, 
Inc., third from left, poses at a banquet given in his honor in New York by 
some 250 jewelry industry associates, in behalf of the Albert Einstein College 
of Medicine at Yeshiva University. With Kaufmann here, from left: President 
Harry B. Henshel of Buiova Watch Co.; President Max Jacoby of Jacoby- 


Bender, dinner chairman; Gen. 


Omar N. Bradley, chairman of the board of 


Bulova: Milton Weill of Arrow Manufacturing Co.; Nathaniel Goldstein, chair- 
man of the Board of Overseers of Einstein College of Medicine; Dr. Abraham 
White, associate dean of the medical college. 


G.E. makes new diamond 
for metal-bonded wheels 


Just two years after General 
Electric Co. announced that its 
Man-Made diamonds for vitrified- 
and resinoid-bonded grinding 
wheels were available commercially, 
the firm is now offering a new 
diamond adaptable to metal-bonded 
wheels. 

Typical particles of the new dia- 
mond are of single crystal and 
blocky shape, many with regular 
crystal faces, ranging in color from 
light green to gray-black. They are 
smoother than the crystals 
in the resinoid-vitrified wheels, but 


used 


are still considerably more irregu- 


lar than natural diamond frag- 


ments. 


WMDAA will discuss 
operating methods 


Theme of the 14th annual con- 
vention of the Watch Material 
Distributors Association of Amer- 
ica, set for May 29-30 at the Hotel 
Roosevelt in New York, will be 
“Better Methods for Better Op- 
erations.” 

On May 29, “Actives Day,” there 
will be a presentation by the newly- 
formed American Watchmakers In- 
stitute, plus discussions on “How 
to Use WMDAA’s Film Locally,” 
“Saving Time and Money by Cor- 
rect Postal Techniques,” and ‘“‘Prac- 


tical Methods for Materials 
Houses.” Officers will also be 
elected and will be installed at the 
evening banquet. 

On May 30, “Associates Day,” 
importers, manufacturers and sup- 
pliers of the watch material whole- 
salers will discuss ideas for the 
general welfare of the entire watch 
and jewelry industry. Among the 
speakers: Cy Hershey of Bulova 
Watch Co., Bud Cantor of the Gold 
Filled Manufacturers Association, 
and [rving Fabrikant of Fabrikant 
New York diamond firm. 
Convention will conclude with a 
“Ship Ahoy” party 


Bros.. 


New Pittsburgh Hilton 
to host Pittsburgh show 


The 1960 Pittsburgh 
and Gift Fair will be held July 
31-Aug. 2 at the spanking new 
Pittsburgh Hilton Hotel, according 
to the Pennsylvania Retail Jewelers 
Association. 

Show will be held on one floor, 
is already 60 per cent sold out. 
The 1960 show will be the ninth in 
a series, most of which have at- 
tracted 1000 retail jewelry store 
principals from a five-state area. 
Herman M. Hollander, executive 
secretary of the Pennsylvania RJA, 
is exhibit manager for the show. 


Jewelry 


Two leather goods firms 
merge in Cincinnati 


Miller Bros. Manufacturing Co., 
Cincinnati manufacturer of per- 
sonal leather goods, has merged 
with Chas. E. Sorin Co., Cincin- 
nati, maker of men’s belts. 

President Walter Miller of Miller 
Bros. said the merger has resulted 
in the formation of a new belt 
company, Miller Belts Ltd. A spe- 
cial line will be sold to jewelry 
stores. 

Officers of Miller Belts are Wal- 
ter W. Miller, president; Alvin A. 
Miller, vice-president for produc- 
tion; Edgar A. Kaplan, vice-presi- 
dent for sales. Firm has been se- 
lected to make an 
exclusive belt line for 


design and 
Countess 


Mara, Inc. 


SEVEN TIMES A WINNER: Andrew May, left, of Wellesley Hills, Mass., 
seven-time leader of radio sales for Bulova Watch Co., receives congratulations 
of Bulova President Harry B. Henshel. May sells jeweled watches and special 
products for Bulova in the New England States. Runnerup in the radio sales 
competition was Moe Fried, third from left, New Jersey salesman. At right is 
Robert Mayer, director of the firm’s special products merchandising. 





THE RUBY HAS EARS: This half- 
inch square crystal of synthetic ruby, 
plus the magnet and the copper sec- 
tion held by the scientist, forms the 
heart of a new sound-amplifying de- 
vice developed by Hughes Aircraft Co. 
for the Army Signal Corps. Device, 
called a “maser,” weighs 12 ounces, 
costs $10, is described as “pound for 
pound the most sensitive listening de- 
vice in the history of science.” It will 
be used in the Army’s missiles, other 
programs. 
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THE PARTLY GOLD JAGUAR: This 1960 Jaguar car is Britain’s understated 
answer to America’s “solid gold Cadillac.” The sedan has genuine gold plate 
wherever chrome usually appears, on the wire wheels, bumpers, window dividers, 
grille, handles, mirror, window wipers, is valued at $25,000. It was shown at 
the Apr. 16-24 car show in the New York Coliseum. Model has 24-karat gold- 
thread gown and stockings, gold shoes, wears the Empress Josephine tiara, 
made with more than 1006 diamonds in 1804. 


BON RETURN: Everts Jewelry Co. 
President Myron Everts of Dallas 
hears Mildred Nunan, buyer for 
Everts’ gold jewelry department, ex- 
plain a contest in which employees 
will try to guess the exact time of re- 
turn of Mr. and Mrs. Everts, who took 
off Mar. 19 from New York for six 
weeks in the European jewelry cen- 


LADY FIRST: Pierrepont T. Noyes, new president of Oneida Silversmiths, 
presents a Paul Revere bowl to Sue Bond, winner of the Women’s Combined 
title in the 1960 Oneida Silversmiths Ski Trophy Race Mar. 12-13 in Turin, 
N. Y. Repeat Men’s Combined titlist in the annual Oneida-sponsored skiing 
competition was Swiss-born Walter Blaesi, who won a silverplated ice bucket. 
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ters. Employees signed their names at 
each half-minute on the face of the 
clock replica. One who picked right 
half-minute will receive a prize. The 
Everts are making part of the tour 
with 25 other U. S. jewelers. 
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EWELERS’ CIRCULAR-KEYSTONE, 





When Baldwin makes a watch band, first things come first. 
This means starting with the highest quality chrome-nickel 
bright annealed stainless steel— extraordinarily hard 
steel with a finish almost impossible to mar or scratch. 
For the vital springs, Baldwin uses high-tensile 
chrome-nickel stainless steel. For gold-filled bands, 
Baldwin starts with heavy stock which is polished 
down to a lustrous surface. 


To all these materials, Baldwin adds meticulous crafts- 
manship, the painstaking care in manufacture which 
gives a band the quality extra that makes it a Baldwin. 
Laboratory tests, retail sales and 
customer satisfaction have proven that 
“first things first,” the Baldwin way, 
is the right way to make an expansion band. 


Ask your wholesaler for 
new illustrated brochure. 


BRACELET CORP. 22 West 48th Street, New York 36, N. Y. 





California RJA elects 
officers, plans show 


Election of two new officers of 
the California Retail Jewelers As- 
sociation marked the organization's 
convention at the 
Berkeley, Mar. 


27th annual 
Claremont Hotel, 
6-7. 

Alan F. Hauck of Hartfield 
Jewelers, Anaheim, resigned as 
first vice-president. He is selling 
his store and leaving the jewelry 
trade. George Finley, Jr., of Finley 
Jewelers, Compton, was named to 
succeed Hauck. At the same time, 
Isadore Meyer of Meyer’s Jewelers, 
Vallejo, resigned as second vice- 
president, because of ill health. In 
his place the board of directors 
named Marcus Rice, Jr., of Mare 
Rice, Jeweler, Oakland. 

Three new directors were wel- 
comed by President Richard M. 
Kern of Churchill’s Jewelers, 
Santa Barbara. They were: Virgil 
Lake of Coulter’s, San Bernardino; 
Donald C. Melby of Melby’s, Santa 
Maria; and Ted J. Steiner of 
Steiner’s, San Mateo. 

Members of CRJA and _ the 
Golden Nuggets handled details of 
the convention, described as “most 
successful.” The Golden Nuggets, 
a salesmen’s group, was host at a 
cocktail party preceding the din- 
ner-dance, also sponsored a golf 
tournament and stag party at the 


——————— 


Richmond Club on Mar. 7, with 
Nuggets President Ralph P. Gomez 
of Gomez Manufacturing Co., San 
Francisco, as general chairman. 

Plans for the new and expanded 
Pacific Jewelry Show, to be held 
at the Biltmore Hotel, Los Angeles, 
Aug. 28-30, were outlined. Many 
firms already have reserved space 
for this show, which is sponsored 
by CRJA and the Retail Jewelers 
of America. 


NWJA firms up its 
convention program 


For its 53rd annual convention, 
the National Wholesale Jewelers 
Association has planned several 
kinds of business sessions. Conven- 
tion is set for June 1-3 at Chi- 
cago’s Edgewater Beach Hotel. 

On the first day of the conven- 
tion there will be a “‘buzz”’ session, 
in which groups of 12 members 
each will be asked to discuss three 
questions being readied for them: 
(1) What is the future of national! 
brands in the retail jewelry store? 
(2) What is the future of national! 
brands for the wholesaler? (3) Can 
the wholesaler survive direct sell- 
ing by his suppliers? 

On the last day, members will 
hear President Peter M. Fahren- 
dorf of JEWELERS’ CIRCULAR-KEY- 
STONE and Publisher Harry Brom- 





TEXAS WATCHMAKER LEADERS: These are the board of directors of the 
Texas Watchmakers Association, who met recently to cement plans for the 
June 11-12 annual convention of the group in Dallas, and to give a Texas-sized 
vote of confidence to the charter meeting of the American Watchmakers Insti- 
tute, set for June 17-20 in Chicago. Seated, from left: James M. Reeh, Raul 
Gomez, John H. Thomason, A. S. Rowe, Dren Duffy. Standing, from left: 
William F. Pruett, R. B. Raymond, Joe DeLeon, James F. Merriman, R. A. 
Weinkauf, Ray Morris, S. FE. Lowe, Ernest Seitzler, Vernon Shock, J. B. Conover. 
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ley of National Jeweler present 
their observations on “The Next 
Five Years in the Jewelry Indus- 
try.” 

Other sessions are also being 
planned. 


Zale names Greene 
public relations head 


Fred Greene 


Fred Greene, a graduate of the 
University of Missouri School of 
Journalism and a onetime editor 
of Electrical Merchandising, a 
McGraw Hill publication, has been 
appointed director of public rela- 
tions for Zale Jewelry Co. 

Greene has been with the Dallas- 
based jewelry chain since Febru- 
ary 1958, before that worked for 
two Texas newspapers. 

Zale President Ben A. Lipshy 
said the firm’s rapid growth is the 
reason for the expansion of the 
firm’s public relations program. 


Sunbeam stockholders 
approve Oster purchase 


Stockholders of Sunbeam Corp. 
gave the firm the go-ahead Apr. 4 
to buy John Oster Manufacturing 
Co. and its branch firms. 

Oster, Milwaukee 
maker of barber and beauty supply 
equipment, health appliances and 
housewares, and recent maker of 


36-year-old 


aviation and missile precision in- 
struments, will be operated as a 
wholly-owned Sunbeam subsidiary. 
No changes in Oster management 
or personnel are planned. 

Oster employs 2600, had $35 mil- 
lion sales in 1959. Sunbeam em- 
ployment is 9000. 
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GEMSTONES 


PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 


the JEWELRY and KINDRED TRADES, subject to editions being *' 
orders ore received. We can supply tities from leading publishers. 
quoted are net. 


No accounts opened for book purchases. 


anywhere in the United States. 


In print’’ 


at the time 
All prices 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





$12.50 


. F. Herbert Smith 
Libervity illustrated 13th Edition—560 pgs. 


GEMS AND GEM MATERIALS 


$6.75 


Drs. Kraus and Slawson 
Study of all basic and rare gem materials 


DIAMOND TECHNOLOGY 


Poul Grodzins 
500 crystal clear 


THE ART OF THE 


$10.00 
ki 
illustrations—800 pgs. 


LAPIDARY $7.00 


THE WORLD OF JEWEL STONES 
Michoe! Weinstein 
Valuable reference book—448 pgs. 


A ar 10 PRECIOUS tre? 
F.R.G.S 


. Spencer, D.Sc., 
Pn work on gems 


STORY OF THE GEMS 

Herbert P. Whitlock 
Mineralogical background of precious, semi- 
precious stones 


GETTING ACQUAINTED WITH MINERALS 
George L. English & Davis E. Jensen 


$10.00 


$3.50 


$5.95 


$6.95 


HANDBOOK OF GEM IDENTIFICATION 
Richard T. Liddicoat, Jr. 
Generously illustrated—352 pgs. 


GEM TESTING Second edition 
. Anderson, 8.Sc., F.G.A. 
Sieple scieusttie tests 


A FIELD GUIDE TO ROCKS & MINERALS 
Dr. Frederick H. Pough 


GEM CUTTING 


Francis J. Sperison 
Over 400 illustrations—382 pgs. 


J. Danie! Willems 
Explores the art of fashioning gemstones 


Instructions for identifying ever 500 different 
minerals 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


JEWELRY ENGRAVER’S MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 HERALDIC DESIGNS AND ENGRAVING $7.25 
John J. Bowmon & R. Allon Hardy R. Allan Hardy & John J. Bowman J. M. Bergling & A. Tuston Hay 

Complete and authoritative, profusely illus- Guide to tools and techniques of repairing Deluxe Edition—liliustrated handbook and dic- 

trated—143 pgs. —alse stone setting—166 pgs. tionary of terms—92 pgs. 


JEWELRY DESIGNING & APPLIED DESIGN $40.00 
C. A. Jakeobb 


Instruction manval—55 full page drawings 
ART MONOGRAMS & LETTERING 

19th Deluxe Edition—102 pgs. 

ART MONOGRAMS & LETTERING 

18th Edition—paper cover—40 pgs. 
ENGRAVING STYLE CHARTS 

Assorted—order by the doz. 


JEWELRY & SILVERWARE ENGRAVING 
CHARTS 





JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
Williom T. Baxter 
Many eamedenoetll pgs. 


PRINCIPLES OF ELECTROPLATING AND 
ELECTROFORMING 


William Blum & Geo. B. Hogaboom 
Revised and enlarged edition 


$7.00 $6.25 


$3.00 
$4.00 
$2.00 


JEWELRY - ENAMELING 


reta 


$4.95 


JEWELRY MAKING FOR SCHOOLS, TRADES- 
MEN, CRAFTSMEN Soft Cover 
Hard Cover 


ENGRAVING ON PRECIOUS METALS 
Brittain, Wolpert & Morton 
Textbook for beginner or expert—225 pgs. 


JEWELRY MAKING AS AN ART EXPRESSION $6.50 


D. Kenneth Winebrenner 


$7.80 

$2.95 

$4.25 
Murray Bovin 

Describes all techniques, procedures of moking 

jewelry 


J. M. Bergling 
Set of four 


For the Skilled Watch and Clock Maker, the Apprentice and Student 
WATCH REPAIRER’S MANUAL $6.50 ware AND CLOCKMAKER’S HANDBOOK $15.00 GEARS Hn SMa MECHANISMS 


Henry 8. Fried J. Britten—Revised by J. W. Player . Davis 
Covers all phases of watch repairing—306 pgs. 15th "Séttlen 405 pgs. Gear gt ar and adjustment 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 
2,000 entries—140 pgs. 


WATCHMAKER’S LATHE AND HOW TO 
USE IT 


Donald DeCarle 
Detailed explanations and illustrations—154 pgs. 


CLOCK AND WATCH ESCAPEMENTS $7.50 


. Gozeley 
mE Pd of and escapements’ illustrations— 
294 pgs. 





$5.00 


WITH THE WATCHMAKER AT THE BENCH 
Donald DeCarle 
7.50 Profusely illustrated—243 pgs. 


$3.50 WATCH REPAIR (1957) 
Harold C€. Kelly 
Theoretical, practical and mechanical phases 


of horology—248 pgs. 


$4.85 


PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly PRACTICAL CLOCK REPAIRING 

Watch construction, repair maintenance, etc. Donald DeCorle 

—192 pgs. 450 illustrations—230 pgs. 


$3.25 


On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





ENGLISH SILVER—1675-1825 $5.00 
Stephen G. C. Ensko & Edward Wenham 
ine drowing illustrations—109 pgs. 


THE GOLDSMITH’S AND SILVER- 
SMITH’S MANUAL 
Staton Abbey 


For those working in precious metals— 
105 pgs. 


THE STERLING FLATWARE PATTERN INDEX AMERICAN SILVERSMITHS AND THEIR 
1958 EDITION MARKS II! 


Jewelers’ Circular-Keystone Stephen G. C. Ensko 
Without Binder $17.50 Invaluable historical and reference book— 
With Leather Binder $27.50 _—‘!!vstrated-—285 pgs. 
More than 1,200 illustrations—indexes of BOOKS OF OLD SILVER 
pattern names Seymour B. Wyler 
20,000 hallmarks—447 pgs. 


$25.00 


$5.00 


Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 














The Swiss report some 5000 


RIA sells A419 SPdCes for New York show, jewelers have already tied in with 


the various radio station promo- 


plans more activities for Midwest Show _ tions being run with the adver: 


The Retail Jewelers of America 
had by mid-April sold 419 exhibit 
display spaces to 233 firms, for the 
1960 New York annual convention 
and trade show Aug. 14-18 at the 
Waldorf Astoria. 

This was an increase over show 
space sales at the same juncture 
in 1959, according to Charles M. 
Isaac, RJA vice-president for trade 
shows. 

Meanwhile, RJA’s Midwest Jew- 
elry Convention and Trade Show, 
set for July 17-21 at the Morrison 
Hotel in Chicago, had signed 82 
exhibit spaces representing 55 
firms by mid-April. Theme for 
this show is “Christmas in July,” 
will feature displays of Santa 
Claus, reindeer, trees, holly 
wreaths, even snow. 

The third annual RJA _ show, 
which is co-sponsored by the Cali- 
fornia RJA, will be held Aug. 28- 
30 at the Biltmore Hotel in Los 
Angeles. By mid-April 31 firms 
had contracted for 40. exhibit 
spaces for this Pacific Jewelry 
Show. 


Building the Midwest Market 


RJA is making a major effort 
this year to expand the appeal of 
the Midwest show in particular. A 
recent survey, based on government 
tax figures and tabulated by RJA 


tising. Most of the promotions are 
Executive Vice-President Bernard in the form of contests. 
N. Burnstine, finds that within a At station WINS in New York, 
425-mile radius of Chicago, 24 per listeners were urged to send in 
cent of all taxable jewelry in 1959 their old watches, which were 
was sold. Dollar volume of those wound and hung on a station peg- 
sales was $378 million, Burnstine board. At the end of the day, the 
reports. owner of the watch which was 
still running, and which told the 
most inaccurate time, was given 


The Midwest show will feature 
some 65 types of products, will in- 
clude a special exhibit of the 48- a new Swiss watch. In two weeks 
WINS received more than 1000 
watches of every’ description. 
Some 2500 New York area jewel- 
ers tied in with the promotion as 
the headquarters in which entry, 
blanks for the contest had to be 
picked up. 


piece 1960 Diamonds Internationa! 
Awards collection, will stage a dia- 
mond-cutting exhibit by Leo and 
George Kaplan, sons of Lazare 
Kaplan, the man who cut the Jon- 
ker diamond. 

At the business sessions of the 
convention, leading industry fig- 
ures will discuss topics including 
insurance, financing, new markets At station KWK in St. Louis, 
and specialized sales, other grass- listeners were asked to count the 
roots problems of the industry. number of time signals which 

And RJA has set up a complete were identified as KWK Quality 
package of entertainment for the Watch Time. Entry blanks could 
banquet. be picked up from any of the 344 
St. Louis jewelers who partici- 
pated in the promotion. A grand- 
prize trip to Hawaii will go to 


For Hawaii, 25 Words 


Swiss radio campaign 
gets active response the winner of a 25-word comple- 


tion quiz on why it pays to own 


The plan of the Watchmakers . 
a quality watch. Other winners 


of Switzerland to build prestige 
for quality watches via radio, be- 
gun Mar. 15 over the air of 30 of In Pittsburgh and in Dayton, 
the nation’s largest cities, has had Ohio, too, jewelers were busily 
considerable success. Campaign participating in radio station pro- 
ends June 18. motions. 


will receive lesser prizes. 








Page 
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STEAK EATEN HERE: Members of the 24 Karat Club dinner committee for the fine entertainment. Highlight 


of New York praised perennial chairman Carl Van Dam after the steaks was the tribute paid by all members to 
for the feast he spread for the Club’s annual beefsteak Gustav H. Niemeyer, who started with Handy & Harman 
dinner Apr. 6 at the New York Athletic Club. Club at age 18, is now celebrating his 60th anniversary in the 
President Dudley Sanderson led a vote of thanks to the jewelry business. 
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BeENA PAS 


A MECCA FOR TOURISTS seeking fine 
cuisine, specialty items, historical] 
interest, and genuine hospitality. 


returns 111% annually on investment! 


“We are now one of the biggest tour- 
ist attractions in the West, and han- 
dle thousands upon thousands of 
husiness transactions a year. We at 
tribute part of our success to the 
peak efficiency and goodwill accrued 
from our National equipment. 
‘National Cash Registers with 
‘price indication’ and ‘customer re- 
ceipt’ greatly reduce possibilities for 
loss. In addition, the many benefits 
of our National System (itemization 
of sales, individual drawers for each 


RUSSELL KNOTT, PARTNER 
in Knott’s Berry Farm 


—_ % 
- — 
or Previn mtg. 


..+- ONE OF THE BIG- 
GEST tourist attrac- 
tions in the West.’’ 
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“OUR SOUVENIR JEWELRY DEPARTMENT includes items 


from all parts 


of the world. An itemizing National 


speeds handling of transactions and pleases patrons.” 


saves us 0,000 a year... 


}?? 


—Knott’s Berry Farm & Ghost Town, Buena Park, California 


salesperson, etc.), enable us to han- 
dle our large volume of business with 
efficiency and profit. 

“It’s an established fact that our 
National System is a sound invest- 
ment. The proof? It saves us $3000 
a year...and returns 111%, annu- 
ally on our investment.” 


sy 


NV Nee ath / ty oo 


Partner, Knott's Berry Farm 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


CIRCULAR-KEYSTONE, MAY 1960 


EWELERS' 


Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings 
then continue to return a re gular ve arly 
profit. National’s world-wide service or- 
ganization will protect this profit. Ask 
us about the National Maintenance 
Plan. See the yellow pages of 

your phone book. 


*TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


nce parer (No Carson ReauireD) 





State of the Jewelry Business 





Jeweler paid 3.6 per cent more excise taxes in 1959 than 1958 





IMPORTS 
February 
1960 
WATCH MOVEMENTS (units) 
0-1 jewel 532,330 
2-7 jewels 97,282 
8-15 jewels 2,633 
16, 17 jewels 480,946 
over 17 jewels 982 
all movements 1,114,173 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 
CULTURED PEARLS 
IMITATION STONES 


116,718 
$6,323,809 
68,680 
$6,336,884 
$1,429,370 
$352,259 


EXCISE TAXES 


1959 
AMOUNT COLLECTED $32,831 


(add 000) 


VITAL STATISTICS 

February 
1960 

105,000 

329,000 


MARRIAGES 
BIRTHS 


FAILURES 

March 

1960 
CASH JEWELERS 14 
INSTALLMENT JEWELERS 3 
WATCH REPAIRERS 0 
WHOLESALERS 2 
MANUFACTURERS 3 
WHOLESALE JEWELERS’ 
SALES 


FEBRUARY 1960 
% change °% change 
from from 
Feb. 1959 Jan. 1960 


SALES 0 +8 
INVENTORY —3 0 


(troy ounce, large lots) 
Mid-April 
1960 
SILVER $.91 3/8 
PLATINUM $82 
PALLADIUM $24 
IRIDIUM $70 





Oct.-Dec. 


% change 
from 
Feb. 1959 


+45.8 
-+-35.1 
—28.3 
4-21.59 
+16.1 
4.33.0 


—5.9 
—4l1.1 
—7.2 
—10.3 
+32.7 
—71.6 


% change 

from Oct.- 

Dec. 1958 
+3.6 


% change 


from 
Feb. 1959 

+15.4 

+0.3 


% change 
from 
Mar. 1959 


Jan.-Feb. 
1960 


882,699 
167,145 
7,870 
759,418 
1,350 
1,818,482 


263,457 


$11,850,206 


137,902 


$12,059,581 
$2,091,210 
$797,868 


Jan.-Dec. 
1959 
$159,679 


Jan.-Feb. 


1960 
198,000 
667,000 


Jan.-Mar. 
1960 
38 
10 
0 
7 
4 


% change 
from Jan 
Feb. 1959 


+36.4 

+73 
+.27.6 
+19.5 
—18.8 
+ 25.8 


+27.1 
— 24.3 

+0.5 
—10.6 
+15.9 
— 59.9 


% change 

from-Jan. 

Dec. 1958 
+3.6 


% change 

from Jan.- 

Feb. 1959 
+5.9 
—1.8 


% change 

from Jan.- 

Mar. 1959 
—7.3 
+67.0 
—100.0 
—41.7 
—63.6 


DEPARTMENT STORE SALES 
FEBRUARY 1960 


WATCHES 


% change 


from 


% change 
from Jan.- 


Feb. 1959 Feb. 1959 
FINE JEWELRY, 


+9 


SILVERWARE, 


CLOCKS 


COSTUME 
JEWELRY 


METAL PRICES—MID-APRIL 1960 


+2] 


One Year 
Ago 
$.91 3/8 


$77 
$19 
$80 


49 


+5 
+13 


+9 


%e change 
0 
+6.5 
+26.3 
—12.5 








The excise tax, maligned in Dr. 
Samuel Johnson’s dictionary in 
1759 as “a hateful tax, levied by 
wretches hired by those to whom 
excise 1s paid,” continued its profit- 
ably unpopular way in 1959. 

The Internal Revenue Service col- 
$159,679,000 during the 


states, 5.6 per 


lected 
year from the 50 
cent more than was paid in 1958. 
Since the excise payment is a good 
barometer of retail jewelry store 
sales, the 3.6 per cent rise would 
indicate a similar rise in sales. 
(Excise figures do not precisely in- 
dicate retail jewelers’ first, 
because not all items jewelers sell 


sales, 
are taxable; and second, because 
other kinds of stores also sell tax- 
They are, however, 
a valuable measure. 

New York, from which the larg- 
est single payment habitually 
comes, accounted for 18.3 per cent 
of the total ($29,240,000). Biggest 
payers after New York were Cali- 
fornia, Illinois and Texas. Indeed, 
these four states paid 43.5 per cent 
of all of the jewelry excise col- 
lected in 1959. 


able jewelry. 


The Top Ten 

States which carried the heaviest 
tax burdens after the top four are 
Pennsylvania, Ohio, Massachusetts, 
Michigan, Missouri and Florida. 
These six states and the top four 
paid fully 66.3 per cent of the 
total. Of the top 10 states, only 
Illinois and Michigan 
taxes in 1959 than in 1958. 

Vermont remained in the cellar 
among excise tax payers ($180,- 
000), nevertheless paid 3.4 per cent 
more in 1959 than in 1958. Other 
tax-light states, in ascending or- 
der: Delaware, Wyoming, New 
Hampshire, North Dakota, South 
Dakota, Nevada. 

While Nevada is low on total tax 
paid, its per capita payment of the 
tax is second only to New York’s. 
State owes its high per 
standing to the buying sprees in- 
dulged by visitors to Las Vegas 
and Reno who have a lucky day at 
the gaming tables and/or in the 
divorce courts. 


paid less 


capita 
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AN IMMEDIATE SALES SUCCESS BECAUSE 
OF QUALITY, PERFORMANCE AND VALUE 


Requires No Clinical 
Attention or Special 
Fittings. Packaged for 
Over-the-Counter Selling! 


Original Production 
Schedules Tripled 
to Keep Pace With 


Tremendous Demand! 


4-TRANSISTOR 
MODEL THA-1002 


With 3-Position Tone Control 


Complete with penlite battery, 
deluxe earphone and carrying case 


4-TRANSISTOR 
MODEL THA-IOO!I 


With 2-Position Tone Control 
Complete with penlite battery, 
earphone and carrying case 


95 95 
WORLD-FAMOUS QUALITY-BUILT 


Packaged in Elegant Jewel Box 


Josie 
> yA * ye. 


AWS BS" 


4-TRANSISTOR HEARING AIDS 


The amazing new Toshiba transistor aids are a boon 
to the millions of persons suffering from hearing 
deficiencies. For the first time, precision engineered 
quality built all-transistor hearings aids with features 
and performance of competitive models selling for up 
to $150.00 more, within the reach of everyone. The 
new Toshiba transistor aids require no special battery 
to add another high cost burden to the user because 
of restricted availability. The Toshiba transistor 
hearing aids operate on one inexpensive penlite battery 
—the lowest maintenance cost — available everywhere. 


Lowest Maintenance 
Cost of Any Hearing 
Aid... Operates On 

One Penlite Battery! 


AVAILABLE 
EVERYWHERE 


The overwhelming dealer response to our first ad gave 
ample proof that they are important fast turn-over 
items that can be sold over-the-counter to the con- 
sumer .. . doctors, who specialize in hearing impair- 
ments, hailed the advent of hearing aids that measure 
up to the highest quality and performance standards 
which they could safely prescribe to their patients. 








Quality Features 
* TELEPHONE SWITCH 


Important convenience feature for busy 
executives and office workers 
* 10 LOUDNESS SETTINGS 


No nerve-wracking biasting. Adjusts to 
personal hecring needs 


* 3 EARPHONE INSERT SIZES 
No special fittings required. There's a 
custom-sized insert to fit every eor. 

* SENSITIVE MICROPHONE 
Ultra sensitivity over the entire range of 
humon audible frequencies. 

* 4 QUALITY TRANSISTORS 
Produced in the world’s lorgest and most! 
modern transistor plant 

* GUARANTEED ONE YEAR 


Every consumer is fully protected against 
defects for one yeor. 





All Prices Quoted Are Suggested List 


Nationally Advertised 
Extensive national advertising campaign 
in leading consumer publications. 


Point-of-Sale Aid 


Eye-arresting, self-containing display 
card, consumer line folder and co-op ads! 


For Complete Information and Literature Write Dept. J-3 


TRANSISTOR WORLD CORPORATION 
52 BROADWAY, NEW YORK 4, N. Y. 














Get The MOST 
Out of Your Sales 


lf you want to run a cash-raising 
sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not accept your sale unless 
we are certain that it will be most suc- 
cessful. Our 35 years of experience and 


reputation is our guarantee. 
Write * Wire * Phone Collect 


No Obligation © In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 


Members Jewelers Board of Trade 


45 West 45th St., N. Y. 36, JU 6-2334 
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NEW! 
PRE-POLISHED BRASS 
FOR PLAQUES AND 
NAMEPLATES 
* FREE CUTTING—to accept 


contrasting color filling 

* Coated with a tough elastic 
resin that won’t crack or 
peel during engraving 
process 
Extra protection provided 
by special masking paper 
you leave on during en- 
graving, remove later 


Thickness 025 
12°x12° Sheet 


Discounts: 10 sheets 10% ° 


25 sheets—15%: 50 sheets—20%. 


$3.30 


Available in strips and name- 
plates cut to your specifications. 
Ask for price list. 


hermes plastics, ine. 
158 W. 14th St., New York 11,N. Y. 


Please ship me the following 
sheets of pre-polished brass: 
12”x12” sheets in Satin Gold 
Finish—FC7 
12”x12” sheets in Satin Silver 
Finish—FC8 
Prices f.o.b. factory 
min. order 3 sheets 
Name 
Address 


Zone... State 





Washington RJA, Ducks 
elect 1960 officers 


The recent 12th annual Pacific 
Northwest Retail Jewelers Con- 
vention at the Multnomah Hotel, 
Portland, Ore., sponsored jointly 
by the Oregan State Jewelers As- 


sociation, the Washington Retail 


Jewelers Association, and the Ever- 


green Ducks, drew 625 registra- 
tions. 

The Evergreen Ducks held its 
annual dinner, elected Lynn Paul, 
of S. H. Friend, president. He 
succeeds Robert Gerlach, of Butter- 
field Bros. Robert Johnson of 
Hamilton Watch Co., was upped 
from second-vice-president to first, 
and Harris Burrow of Eterna 
Watch Co. was named second vice- 
president. Bruce Stern of Kreisler 
Manufacturing Corp., was elected 
secretary-treasurer, and Martin 
Steinman of Bulova Watch Co. was 
named assistant. 

Members of the Washington 
RJA elected Richard Weisfield of 
Weisfield’s, Inc., Seattle, as presi- 
dent, succeeding Earl Dunagan of 
Dunbar Jewelers in Yakima. Emil 
Sehrman of Behrman Jewelers in 
Kennewick was elected first vice- 
president; Herbert Bridge, was 
named second vice-president; Jerry 
Cundiff, Jr., of Glimme & Cundiff, 
Walla Walla, was named treasurer; 
Sid Thal of Fox’s Gem Shop in 
Seattle was’ elected secretary. 
David M. Lombardo, 512 First 
Ave., Seattle, is executive secre- 
tary. 

Dates for the 13th annual PNRJ 
convention in 1961 were announced 
as Mar. 18-20 at the Olympic Hotel 


in Seattle, with the Washington 
RJA as host organization. 

The Oregon RJA has set May 
14 as tentative date for its annual 
meeting and election. 


Zale buys 7 stores in New 
England, New Mexico 


Purchase of the 
Gerber’s Jewelers chain in Rhode 


SIx - store 


Island and Massachusetts by Zale 
Jewelry Co. has been announced 
by President Ben A. Lipshy. Other 
recent Zale acquisition is Rankin 
Jewelers in Hobbs, N. M. 

The Gerber stores, which will re- 
tain the Gerber name, are located 
in Providence, Olneyville, Woon- 
socket and West Warwick, R. L.; 
Fall River and New Bedford, Mass. 
This puts Zale in the New England 
area for the first time. 

The Dallas-based company now 
operates 158 stores in 28 states ex- 
tending to the Pacific Northwest. 
Six additional stores are in various 
stages of construction. 


Social Security tax 
may come quarterly 


Leyislation to require many self- 
employed make more 
frequent payments of their social 
security taxes is again under study. 


persons to 


House Ways and Means Commit- 
tee is considering the proposal, 
which would require a single per- 
son earning more than $5000 a 
year, or a couple earning more 
than $10,000 a year, to pay social 
security taxes quarterly. They now 
pay tax in one annual lump sum. 
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NEW PLANT FOR WATCHMASTER: American Time Products, Inc., which 
makes and sells the Watchmaster Watch-rate Recorder machine, recently moved 
into this plant at 61-20 Woodside Ave., Woodside, N. Y. New quarters are twice 
as large as previous ones on Fifth Ave. in New York. Firm makes ultrasonic 
watch and jewelery cleaners, the Elimage watch demagnetizer. President is 


J. N. Heed. 
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e Barnett Robinson, New York gem 
dealer, left Mar. 30 on a European 
trip which will include visits to the 
precious stone markets in England 
and in a number of cities on the con- 
tinent. Robinson expects to return in 
early June. 
» The Maiden Lane Outing Club held 
its annual meeting Mar. 31, elected 
Irwin Kartzmer president, Robert 
Paul, vice-president, and Joseph H. 
Frier, Jr., secretary-treasurer. 
e Bernard Landau, New York gem 
importer at 608 Fifth Ave., has re- 
turned from his annual trip to the 
Orient. He visited the ruby mines in 
Mogok, Burma, and the gem markets 
of Bangkok, Ceylon and various In- 
dian cities. 
»s Famor Importing Co., Inc., 576 
Fifth Ave., New York, has appointed 
Mora A. Walloff of Denver, Colo., as 
sales representative of the West. 
Famor makes diamond ring sets, has 
a selection of loose diamonds. 
» Holzer Watch Co., Inc., has moved 
into its new offices and showroom at 
20 Madison Ave., New York 17 
Holzer is U. S. distributor for Uni- 
versal Geneve watches. 
»s Chicago Printed String Co., maker 
of gift wrappings, gave a press 
breakfast Mar. 21 at its recently-re- 
decorated New York showrooms at 
225 Fifth Ave. 
es Melvin R. Rudolph, chairman of 
the board of Rudolph’s Jewelers in 
Syracuse, N. Y., has been named 
Syracuse area chairman for the 1960 
United Negro College Fund cam- 
paign. John D. Rockefeller, III, is 
chairman of the national council 
e Mary Morvan was honored recently 
on the completion of 30 years with 
W. C. Cornell Co., Newburgh, N. Y.. 
retail jewelry firm. Her nephew, 
Thomas F. Kavanagh, Jr., manages 
the firm. 
e Stanley Spisiak, Buffalo, N. Y.., 
jeweler, recently lectured the Buffalo 
Lions Club on the subject: “A dia 
mond is forever.” 
e D-R-S, New York materia! dis- 
tributor, has opened a new uptown 
branch at 121 W. 47th St. Julius 
Rosenberg and Jules Grenetz are 
principals. 
es National Jeweler has moved its 
main office from 630 Fifth Ave. to 6 
W. 57th St., New York. 
» Edward C. Dean has purchased 
Charles Jewelry in Meadville, Pa.., 
from Harry T. Charles. Latter will 
retire. 
e Albion Jewelers in Niagara Falls, 
N. Y., is currently remodeling. Three 
brothers, Joseph, Al and Car! Albion, 
are owners of the firm. 
se Victor A. Lambert, president of 


LEW ELERS 


Lambert Bros., jewelers, in New 
York, has been appointed chairman 
of the jewelry and Allied Trades 
Campaign of the 1960 Red Cross cam- 
paigon. 

=» Col. Harry D. Henshel, vice-chair- 
man of the board of Bulova Watch 
Co. and leader in many United Jewish 
Appeal campaigns, will be honored 
by the Jewelry industry at a UJA 
dinner June 16 at the Hotel Pierre 
in New York. 

=» Mr. and Mrs. Leo Davidson of 
Henry Davidson & Sons, New York, 
have left on a diamond buying trip to 
Antwerp, Belgium, will also visit the 
West German diamond cutting fac- 
tories. 

»s Onsa Watch Co. of America has 
moved to Room 610, 22 W. 48th St., 
New York, from 580 Fifth Ave. 

» Vacation period for jewelry work- 
ers in 1960 will commence July 4 and 
will end July 18, according to the 
Jewelry Crafts Association. 

es Albert J. Yonick, former manager 
of Al Wasley Jewelry in Towanda, 
Pa., has purchased the store and has 
renamed it Al Yonick Jewelry. 

s A two-week cultured pearl festival 
and exhibition was started late in 
March by Lambert Bros. Jewelers on 
Lexington Ave. Some $750,000 in 
pearls were shown. 

» The April 12 meeting of the Watch- 
makers Association of New Jersey 
was held at the Irvington House in 
Irvington, N. J. Group issued this 
schedule for 1960 meetings: May 10, 
June 14, September 13, October 11, 
November &. Meetings begin at 8:30. 
»s The Jewelers Fraternal Assocla- 
tion elected new officers’ recently. 
They are: Louis Baltes, president; 
Block, vice-president; Julius 
Hurley, secretary-treasurer. Hurley 
replaces Charles Parker, who served 
as secretary-treasurer of the 45-year- 
old group for many years. 

» Ata meeting of the stockholders of 
The Napier Co. on Mar. 26 in Meri- 
den, Conn., the following officers were 
elected: Frederick W. Rettenmeyer, 
president; William F. Cooney, vice- 
president and treasurer; Otto C. 
Schaefer, secretary and plant man- 
ager; John A. Shulga, assistant sec- 
retary and production manager. Ret- 
tenmeyer later appointed Edward 
Bender sales manager and John E. 
Benison New York office manager and 
sales promotion manager. 

» Rhody R. Colway, director of the 
special sales division of Oneida Silver- 
smiths, has retired after 50 years 
with the firm. He started as an of- 
fice boy in 1910, in 1956 was elected 
to the board of directors and became 


Jes st 


head of the special sales division. 








Ce FU 
PEAR 


Awaevribed the 
Certificate of Commendation 


by the Pearl Society 


of Japan 


Write for 

NEW BROCHURE 
of the facts 
about PEARLS. 
it's FREE! 








* CREDIT FORMS Receipt Books 


Credit Cards. Contracts. Ledger Sheets. etc. 
Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1. N. Y. 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. 18K for export. 


9 f 
CERTIFIED metats co. | ,\!° Edison Pl 

















VALUE—QU ALITY—SERVICE 


Adolphe Adler 


SCP. Cas 
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Diamond Cutters 


LT. 
Importers 


All sizes and qualities from 1 pt. single 
cuts to large stones. 


Selections of round & fancy shapes. 
Memorandum selections upon request. 


Liberal terms without extra charge to 
well rated firms. 


630-5th Ave. New York 20, WN. Y. 
Circle 6-7315-6 
JOHN GRAY—Management 
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We will pay all ship- 
ping charges to any 
point within the U.S. 
(except Alaska and 
Powerful 40 watt output Hawaii) if you enclose 
Stainless steel tank check with order. 


DI SON TEGRATOR: 
ULTRASONIC CLEANER 
The lowest priced ultrasonic cleaner ever sold! 


Buy ONE or 100 and Save 
The DISONtegator Features: 


Simplified one knob control for easy opera- 
tion. High Frequency sound waves disinte- 
grate harmful soils and contaminants in 
seconds. Saves time and labor, boosts pro- 
duction rate, improves product. You can re- 
place hazardous chemicals with safe solvents 
and even water 
5-DAY TRIAL 
Choice of 7 beautiful decorator colors to har- 
monize with your office or laboratory decor: 
ivory, Wheat yellow, Turquoise, Desert sand, 
Pale green, Soft gray and Coral pink. Please 
specify color when ordering. 
UNPRECEDENTED FREE 
5 YEAR SERVICE CONTRACT 
ORDER NOW! DEPT. 18—ICK-5 


Full 2 gal. capacity 
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LOUIS F. GUINESS, INC 
373 WASHINGION SI S 
BOSTON a MASS 8 
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CHARMS 


Seid only direct te Retailers 
WELLS MFG. CO., 


ATTLEBORO, MASS. 





Passers Eye — Pascers Bug / 
Flew 138 PC. FATHER’S DAY WINDOW DISPLAY KIT 
ee ls bat bee Lee 
STREAMERS 8 « 28 , 3 PENNANT 
6 diamond shaped SIGNS 8 x & 
STRIPS 4 x 14 , 18 LAPEL 
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NEW 


=» The facilities of the 50-year-old 
New England Art Co., Danbury, 
Conn., greeting card maker, have 
been moved to the plant of Rust Craft 
Publishers in Dedham, Mass. Both 
firms are subsidiaries of United 
Printers and Publishers, Inc. 

» Leon’s Jewelry in Franklin, N. H.., 
has moved to a new location in town. 
» Annual outing of the Boston 
Jewelers Club will be held Monday, 
June 20, at the Commonwealth Coun- 
try Club in Newton, Mass. 

» Romm & Co. Jewelers, which op- 
erates three stores in New England, 
is opening a new branch, at 162 Main 
St., Brockton, Mass. 

» Patrick Amodeo, for the past four 
years associated with Savoy Jewelers 
in Springfield, Mass., has leased a 
store at 1336 Main St., and will op- 
erate there as Amodeo Jewelers. 
Opening was held Apr. 15. 

» Henry Rebhun has purchased Wil- 
liam Gordon Jewelry at 27 Atlantic 
St., Stamford, Conn. ftebhun has 
been a New England jewelry sales- 
man for the past 30 years. 

® Archibald Silverman, well-known 
Providence jewelry manufacturer, and 
Mrs. Silverman were honored Mar. 
3 at the Sheraton-Biltmore Hotel in 
Providence for their combined service 
during the past 50 years in chari- 
table, community and Zionist causes. 
= Savitt Jewelers, Inc., at 35 Asylum 
St. in downtown Hartford, Conn., is 
undergoing an expansion program. 
An addition being made to the store 
will increase its area by some one- 
third. President is William F. Savitt. 
Enlarged departments will include 
one for watch repair and one for 
china. 

»s The New Hampshire Retail Jewel- 
ers Association held a meeting in late 
February in Manchester, N. H., laid 
plans for the coming annual conven- 
tion June 26-27 at Lake Tarleton, 
Pike, N. H. Association president is 
David E. McAllister of Woodsville, 
N. H. 

»s Leo C. Graham, for many years 
with Bigelow Kennard & Co. in Bos- 
ton, has been elected president of the 
firm. He succeeds Darwin Neu- 
meister, who recently became vice- 
president of Black, Starr & Gorham, 
New York retail firm. Neumeister 
continues as a director of Bigelow 
Kennard. 

s The Manufacturing Jewelers & Sil- 
versmiths of America Inc. is accept- 
ing applications for exhibit space at 
its 1961 exposition in the Sheraton- 
Biltmore Hotel, Providence, Apr. 19- 
4 

s President and Mrs. F. Forest 
Davidson of Thomas Long Co. in Bos- 


ENGLAND 


Europe, will visit 
diamonds 


ton are touring 
Antwerp to purchase unset 
for the firm. 

» The annual dinner-dance of Bos- 
ton’s Diamond Peacock Club was held 
Apr. 30 in the Louis XIV Ballroom of 
the Hotel Somerset. 

» Alfred F. DeScenza & Son, Inc., 
diamond merchant and jeweler in Bos 
ton since 1915, has expanded its eccle- 
slastical department. 

» Anderson Jewelers in Lexington, 
Mass., has opened a new store in Win- 
chester. Firm also has a _ store in 
Wellesley. The new branch will be 
managed by Dick and Bob Anderson. 
s A bridal department has been in- 
stalled by Knoulton’s Jewelers, Wor- 
cester, Mass. 

se Paul Amorosa and Associates, 101 
Tremont St., Boston, has been ap- 
pointed representative of T. G. 
Hawkes and Co., Corning, N. Y. 

e Strand Jewelers has moved into 
larger quarters in Canton, Mass. 

a Jack Arnold, formerly with Hamil- 
ton Watch Co., is now New England 
agent for Speidel Corp. 

es K. C. Phipps of Franklin, N. H., 
has opened a new store twice as large 
as its former quarters. 


Banker buys Evans Case, 
plans to add new lines 


Aaron Krock, banker and indus- 
trialist of Worcester, Mass., pur- 
chased Evans Case Co. of Attle- 
Mass., in late March, for an 
estimated $1 million. 

Alfred J. Reilly, who formed 
Evans Case in 1922, has relinquish- 
ed all interests in the firm. Of his 
three sons, two, William J. Reilly 
and Donald Reilly, are remaining 
with the firm. The other, Alfred F. 
Reilly Jr., former executive vice 
president, resigned 
tion of the company by Krock. 

Krock. who will not manage 
Evans Case, but will “keep an eye 
on it,” is chairman of the board 
and president of the Commerce 
sank and Trust Co. of Worcester. 
He becomes president and board 
chairman of the Attleboro concern. 

He added that he plans to add 
some new lines to the company’s 
normal line of fitted handbags, 
lighters, compacts and ceramic 
items, figures current employment 
of about 220 persons can be in- 
creased to 400 to 500 in six months. 


boro, 


upon acquisi- 
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MID-WEST 


s Sid Geller, who handles a number 
of factory lines at 29 E. Madison St., 
Chicago, including Lasko Strap, 
Rodania Watch Co., and Stonewal! 
Bands, has added the line of Mercury 
Rings. 

» Marshall R. Spies, president of the 
Chicago Jewelers’ Association, has 
selected the following nominating 
committee to pick the new officers of 
the Chicago Jewelers’ Association 
for 1960-61. The committee: R. 
Schell Hulbert, Chairman; Charles G. 
Brown of Stein & Ellbogen Co.: Al- 
vin A. Lauschke of Handy & Har- 
man; James Swartchild of Swart- 
child & Co.; John M. siggins. 

» In March, 1960, R. Schell Hulbert, 
who retired from Oneida, Ltd., in 
January 1960, was made an honorary 
member of the Chicago Jewelers’ As- 
sociation, of which he is a forme: 
president. 

Mar. 1 St. 
luncheon of the Chicago 
Association was truly Irish in many 
In addition to corned beef and 


Patrick’s day 
Jewelers’ 


e The 


ways. 
cabbage, the members were treated 
to an unusual talk by William Mce- 
Michael, an Irishman from Texas, 
whose “Herb Shriner” technique and 
humor brought laughter to 
fifty members attending. 

es M. Y. Finkelman Co., diamond im- 
porter at 29 E. Madison St., Chicago, 
has been elected to membership in 
the Chicago Jewelers’ Association. 

»s The Golden Rooster summer outing 
and picnic is scheduled for June 30 
at Itasca Country Club. The fall 
Stag will be at the Bismark Hotel 
on Oct. 20. 


subtle 


s Irving N. Chayken, president of 
Armstrong Jewelers, Inc., of Ham- 
mond, Ind., has been notified that his 
company has won the first place 
plaque in the Brand Names “retailer 
of the year” competition, in the 
jewelry store category. Chayken has 
been invited to receive the top award 
at the Brand Names Day dinner on 
May 6 in the grand ballroom of the 
Waldorf. 

s Ear! Lewis has been appointed as- 
store manager for Marshall 
Lewis is 


sistant 
Jewelers in Anderson, Ind. 
vice-president of the Anderson-Mun- 
cie Watchmakers Guild. 

e Pollock’s Jewelers has reopened in 
Zanesville, Ohio. Store was damaged 
by fire Oct. 20, 1959. 

e The Kansas Watchmakers Associa- 
tion met in Wichita in March, elected 
C. L. MceClough of Augusta president, 
Fk. Edward Cole of Salina vice-presi- 
dent, and Richard Hess of Topeka 
secretary-treasurer. 

»s The Sunflower Travelers, associa- 
tion of salesmen who travel in Kan- 
sas, met recently in Wichita, elected 
LeRoy Belt of Oklahoma City presi- 


dent, Chuck Haynes of Denver vice- 
president, and George Harris of Kan- 
sas City secretary-treasurer. 

» Nilson Jewelers has moved from 
Watervleit to Coloma, Mich. 

s Al Drake of Goodman’s Jewelers 
in Indianapolis, Ind., has been elected 
to the board of directors of the East- 
gate shopping center merchants as- 
sociation. 

s Nuttle Jewelry has moved to 119 
N. Washington Ave., from 209 N. 
Washington Ave., Wellington, Kan. 

» Frank Schoenberg has retired as 
manager of Olsen & Ebann’s branch 
store in Benton Harbor, Mich. Firm 
was recently sold to Zale Jewelry Co. 
» Hebert W. Roe, dean of business- 
Washington Court House, 
He was a jeweler 


men in 
Ohio, has retired. 
and watchmaker there for 47 years. 
s Annual convention of the Wiscon- 
sin Retail Jewelers Association is set 
for May 15-16 at the Elk’s Club in 
Kenosha. 

es Mrs. E. W. Johnson, 
Crookston, Minn., is active in the 
Polk County Historical Society, a 
Crookston venture. 

s The Indiana Jewelers Association 
and the Indiana Watchmakers Asso- 
ciation will meet jointly for their an- 
nual conventions Sept. 17-18 at the 
Severin Hotel in Indianapolis. They 
will also sponsor a jewelry show. 

2» Dale’s Jewelry Department at 1612 
E. McDowell in Phoenix, Ariz., is 
now being managed by Ray C. Sim- 


jeweler in 


mons. 
e Arthur L. Funk has opened a 
jewelry store in the Westward Ho 
Hotel, Phoenix, Ariz. 

» Lathrop Gay has opened By Lath- 
rop at 1714 E. Oregon, Phoenix, Ariz. 
»s James T. Mooney and Ervin G. 
Meyers have opened Mooney & 
Meyers, Jewelers, at 2037 13th St., 
Boulder, Colo. 

» New directors of the Illinois Retail 
Jewelers Association are Eugene Mce- 
Caslin of Rochelle; Berl Nord of 
Galesburg; Roy Ousley of Decatur. 
New officers: Carl Frautschi, presi- 
dent re-elect; Harry Voegele of 
Macomb, first vice-president; Ernest 
Bremer of Peoria, second vice-presi- 
dent re-elect; C. H. Barker of Spring- 
field, secretary treasurer re-elect. 

s Dean Walley, whose jewelry store 
in Decatur, Ill., was burned recently, 
is currently using a section of Flora’s 
Jewelry at 148 E. Main St. 

» Phil Evans of Rost Jewelers has 
vice-president of the 
Association in 


been elected 
Eastgate Merchants 
Indianapolis, Ind. 

=» Stanley B. Stone, 43-year-old vice- 
president and co-owner of Basch’s 
Jewelers in Cleveland, Ohio, has been 
named “Citizen of the Year” of Uni- 
versity Heights. 
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e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of only $9 50 
reductions. Time Payments 


Contact your wholesaler or 
write for literature to: 
new hermes 
154 West 14th Street, New York I1, N. Y. 





HAND-MADE 








The GENUINE Ebertin Back 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 

combination clips 4 


2. 4 ‘ > 


Write for catalog of sizes ard styles 


Georges Ebertin 


562 5th Ave., N. Y. 36, N. Y. © Circle 7-2610 











Don't overlook the demand for tarnish preventive 
PACIFIC SILVER CLOTH PRODUCTS 


Fir ished Wood brrawetl l’a 
Chests preitte Trays 
Table Chests lyrawer Liner RK 

Zipper Chests Zinper Bags 
Deacriptive leaflets and prices on request 


EUREKA MANUFACTURING CO. 
lout Taunton, Mass 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS CHIN O10 GOLD 
WATCHES GIFTW ARE PLATINUM 
JEWELRY SILVER FIXTURES 
PEARLS Complete Stocks ANTIQUES 
CALL COLLECT FOR CONSULTATION 
Telephone: DEerborn 2-3407 
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All inquiries Strictly Confidential 
MEMBER REFERENCE 


Jewelers Boord Your Local 
of Trade Bank 


Division of M. Y. Finkelman Company 
29 &. Medison $t., Chicege 2, fil. 
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quality line and 
best seller 
Styled 


for the Jeweler 


Write for local 
representative 
to call 





B. David Company 


2525 Vine St., Cincinnati 19, Ohio 




















Get Well Soon! 


Are you sick of losing cus- 


tomers because of bad 


watch repairing? 


We are nationally known as 
one of the finest watch re- 
pair services. Our prices are 


competitive. 


KARELIN WATCH SERVICE 


116 NASSAU STREET 
CO 7-4895 


Repairers to the trade 


NEW YORK 38, W. Y. 








THE 4% SOUTH 


» Elmer H. Schwalb of Beardstown, 
Ill., has joined the staff of Duncan’s 
Jewelers in Vicksburg, Miss., as a 
watchmaker. 

s Esmond L. Sutcliff, manager of the 
retail division of Samuel Kirk & Son 
in Baltimore, Md., has retired. 

» The Tiny Jewel Box, a Washing- 
ton, D. C., jewelry store, has opened 
in new quarters at 1105 Connecticut 
Ave. NW. 

=» Kay Masterson Beacon, sales super- 
visor of jewelry for Hutzler Bros. at 
its Westview, Md., shopping center 
branch, resigned on Apr. 16. 

» Officers of the Durham Watchmak- 
ers Association, a chapter of the 
North Carolina Watchmakers Asso- 
ciation, discussed plans for hosting 
the annual state convention in Dur- 
ham, May 22-23. President of the 
group is Ralph H. Hurley. Robert 
Burgess is secretary-treasurer, Wil- 
liam R. LaNier, vice-president. Meet- 
ing will be held at the Washington 
Duke Hotel. 

» Kingoff’s Jewelry in Wilmington, 
N. C., will build a new store at 1012 
N. Front St. Opening date has been 
set for July 1. 

=» Mayor’s Jewelry has signed a lease 
for a new store in a commercial de- 
velopment being built at 110 Hialeah 
Drive, Miami, Fla. 

=» Dreifus Jewelry Co. in Memphis, 
Tenn., is planning an expansion pro- 
gram. President Fred Dreifus, an 
executive in the Retail Jewelers of 
America, said that first new stores 
will be in Tupelo, Miss., and in the 
Poplar Plaza shopping center in 
Memphis. Long-range plans call for 
some 10 stores. Dreifus’s main store 
in Memphis is at 55 S. Main St. 

m Frank A. Parker of Hickory, N. C.., 
is new manager of Carters Jewelry. 
He succeeds Robert Smith. Carter’s 
is in North Wilkesboro. 

s Ray and Diane Butcher have open- 
ed Ray’s Jewelry, Gift and Appliance 
Shoppe at 815 King St., Alexandria, 
Va. 

s S.J. Fishman, manager of the Kay 
Jewelry Co. store in Huntington, W. 
Va., for 23 years, has been named 
general supervisor of the West Vir- 
ginia-North Carolina district of the 
chain firm. 

s Rollings Jewelry Co. in Hatties- 
burg, Miss., recently exhibited the 
“world’s largest watch,” an  80- 
pounder owned by the Watchmakers 
of Switzerland. 

=» Russell P. White, jeweler in Salis- 
bury, Md., has purchased the Hearn 
Building at Main and Division Sts. 
Building is adjacent to White’s 
jewelry store on N. Division St. 

=» Charles Smith is manager of the 
new Roberts Jewelers in Dunn, N. C. 
New owner of the store is Robert 


MacFayden, a Fayetteville business- 
man. Store was formerly the Jewel 
Box. 

s Kay’s Jewelers in Knoxville, Tenn., 
is remodeling, and is building an en- 
trance onto the new promenade being 
built in downtown Knoxville. 

se The Tampa Watchmakers Guild 
voted recently to make Tony’s Res- 
taurant on Dale Mawbry Highway its 
permanent meeting place. Meetings 
will be held on the last Thursday of 
each month. President of the Guild 
is Arthur Yates. Secretary is Al 
Brinninger. 

s Doug Saum of Saum’s Jewelry in 
Hagerstown, Md., has been elected to 
the board of directors of the Hagers- 
town Retailers Bureau. 

s Thomas Albritton has purchased 
Jordan’s Jewelry in Mount Olive, 
N.C. Store name will be changed to 
Albritton’s Jewelry. 

es A 
division of 


manufacturing and _ wholesale 
Schiffman’s, Ine., in 
Greensboro, N. C., has been estab- 
lished. Owner is Arnold A. Schiff- 
man, former president of the Retal! 
Jewelers of America, Inc. 

s Tubman’s Jewelers in Cambridge, 
Md.. which closed its Federalsburg 
store recently, will open a new store 
in Dover, Del. William Tubman will 
manage the old store in Cambridge, 
and Granville Tubman will operate 
the Dover store. 

»s Bobby Newell has 
manager of Noa Jewelry 
Pulaski, Tenn., on the south 
the town square. 

s Albert Carman 
Smith’s Jewelry in 
from C. B. Smith. 


named 
Co. in 
side of 


been 


has 
Phillipi, W. 


purchased 
Va., 


State has right to tax 
‘‘out-of-state’”’ firms 


won the 
firms 


‘use’ 


States have right to 
make out-of-state 
ble for collecting 
products sold within the state. 

Either the selier collects the 
“nse” tax from his customers or he 
pays it himself. 

The U. S. Supreme Court has 
upheld a Florida which re- 
quires a firm making sales within 
its boundaries to collect a special 
‘use’ tax and turn it over to the 
state. This is true even if the firm 
uses commission agents or brokers, 
and thus maintains no full-time 
employes or offices in the state. 


responsi- 
taxes on 


law 


The case involved Scripto, Inc., 
makers of pens and pencils. 
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»e The Texas Jewelers Association 
will hold its annual convention in con- 
junction with the 40th semi-annual 
Allied Gift and Jewelry Show at the 
Hotel Adolphus in Dallas. TJA meet- 
ing will be held Sept. 3. Show runs 
from Sept. 4 to Sept. &. 

e Staples Jewelry in Paris, Tex., will 
celebrate its 50th anniversary soon. 

»s Hyman I. Zeldin has leased a store- 
room at 1102 Main St., Kansas City, 
Mo., and plans to open Zeldin’s Jew- 
elry there. 

» Marks Bros. Jewelers has signed a 
lease for a new store in downtown 
Amarillo, Tex. Store, which is ex- 
pected to open in September, will be 
the 10th in the Marks chain. Stores 
presently are in Chicago, Peoria, and 
Decatur, Ill., and in Oklahoma City, 
Okla. Owners are Ira and 
Marks. 

se Gordon’s Jewelers has opened it 
67th store, in the South Oak Cliff 
shopping center in Dallas. In Hous 
ton, Newman Roberts has been named 
manager of Gordon’s store at 706 
Main St. 

e Charles Nacol, jeweler in Beau- 
mont, Tex., has purchased the Grant 
Building at 701-709 Procter St. 

® George Weach, president of the 
Oklahoma Horological Association, 
has been named manager of the watch 
repair department at Bourne’s Jew- 
elry in E] Reno, Okla. 

*® Morris Jewelers has been opened 
in Enid, Okla., by Mr. and Mrs. Harry 
Morris. Store is located at 121 N 
Grand Ave. 

» Stelfox Jewelers will open a sub- 
urban store shortly in the new Cap- 
ital Plaza Shopping Center, at Inter- 
national highway and 53rd St., Aus- 
tin, Tex. 

e Felix Walton, who owns the Casady 
Square Jewelry and Gift Shop in the 
Casady Square Shopping Center, has 
been installed as a director of the 
Casady Kiwanis Club. 

»e Names, addresses, and telephone 
numbers of 367 Tola Tumbleweeds 
salesmen and 544 firms are listed in 
the 119-page 1960 Buyers Guide and 
Salesmen’s Directory issued recently 
by TOLA Tumbleweeds, Southwest- 
ern gift and traveling men’s associa- 
tion. 

» Sol Greenberg, formerly of San 
Antonio, Tex., is new watchmaker in 
the jewelry and watch repair depart- 
ment of the Sears store in Port Ar- 
thur. 

es John Kocurek, former watchmaker 
at Lantz Jewelry in Port Arthur, 
Tex., recently joined the watch re- 
pair department of Simmons Jewelry 
in Beaumont, Tex. 

se Paul J. Miller, owner of Frye’s 
Jewelers and Muiller’s Gift Shop, 508 
Chickasha Ave., Chickasha, Okla., is 


James 
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a member of the Chickasha City 
Council. Miller, secretary of the Okla- 
homa Retail Jewelers Association, 1s 
also active in the Chickasha Rotary 
Club. 

» R. B. Raymond of R. B. Raymond 
Jewelers, 421 W. Jefferson, Dallas, 
Tex., is General Chairman for the 
Texas Watchmakers’ Association’s 
annual convention, to be held June 11- 
12 at the Baker Hotel in Dallas. 

a James A. Rowell, a watchmaker 
and former president of the Sabine 
Area Guild of the Texas Watch- 
makers’ Association, has joined the 
wholesale firm of Prague-Kurtz Co., 
Inc. of Houston. 

» Jim Bowen of Bowen Jewelry in 
Big Spring, Tex., was installed as 
president at the February meeting 
of the Permian Basin Guild of the 
Texas Watchmakers’ Association. 
Other new officers: vice-president: G. 
E. Gutte of Big Spring; secretary: R. 
A. Weinkauf of Midland; treasurer: 
Vernon Shock of Midland; reporter: T. 
J. Miller of Midland. 

s Hartwell Jewelry Co. of Oklahoma 
City, Okla., has established a jewelry 
department at Peyton - Marcus’s 
(ladies apparel) branch store in the 
new $12 million Penn Square shopping 
center. 

e T. J. Westfall has succeeded Bill 
Hudson as manager of Peacock’s Jew- 
elers in the Northland shopping cen- 
ter in Tulsa, Okla. 

» Watkins Poteau Jewelry in Poteau, 
Okla, moved March 1 to the location 
formerly occupied by the Central Na- 
tional Bank. Owner is Bill Watkins. 
s Gene Bonnin, watchmaker and en- 
graver of Port Arthur, Tex., gave an 
interesting talk and demonstration on 
engraving at the Mar. 1 meeting of 
the Sabine Area Guild No. 10 of 
Texas Watchmakers’ Association. 

es Twenty-nine members and guests 
attended the February meeting of the 
Dallas Watchmakers’ Guild, held at 
El Chico Restaurant in Oak Cliff. Re- 
ports on experiences with ultrasonic 
watch cleaning were given by watch- 
makers Bob Gough, Gene Partain, 
Brad Tuley, R. B. Raymond, and R. J. 
Crutchfield. A panel composed of five 
local wholesale supply houses answer- 
ed questions. 

» Lynn Burrow of Ponca City, Okla., 
has joined Zale Jewelry Co. in the 
management training program, ac- 
cording to announcement by Bailey 
Alexander, Zale’s manager in Ponca 
City. 

a John Jarvis, who for the past two 
years has operated John Jarvis Jew- 
elers in Chelsea, Okla., has closed his 
store there and moved back to Tulsa, 
where he has opened John Jarvis 
Jewelers in the new Crystal City 
shopping center. 
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Keystone in 
dozen lots 


Silverfile 
$15.95 


A PAAA SAAS ’ 
. “ yy a Silversafe 


$10.95 


No other product 
like it. The best 
and safest way 
to store silver... 
Prevents tarnish 
forever. 

Order today from 


REEVE & MITCHELL CO., INC. 
580 Fifth Ave. « New York 36, N. Y. 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK Chine 
MASON'S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 











Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Steck and Impert 
FONDEVILLE & CO., INC. 


148 Sth Ave., New York 16, N. Y. 
AL. 4-0164 








You'll often 


a new sale by cleaning a 
customers’ jewelry the mod- 
ern ultrasonic way with a 
HERMES SONIC. ultrasonic 
cleaner. Cleans your stock too. 
Only 8” total counter space. 


Hermes Sonic Corp. 
13-19 University Place, New York 3 




















beautifully made 


technically 


desi gned 


INSTRUMENTS 


BINOCULARS 
Three complete lines from 
promotion quality to pre- 
mium quality. 


WEATHER INSTRUMENTS 
Barometers, thermom- 
eters, hygrometers for 
every business and per- 
sonal gift need. 


TELESCOPES 
Astronomical, prismatic 
and draw-tube scopes for 
gadget-lovers and serious 
users. 


MAGNIFIERS & READERS 
For every hobby, indus- 
trial and business use. 


Write for Brochures 
Informative, fully illus- 
trated .. . useful selling 
tools and excellent sales 
training aids. 

SEE THE SWIFT L 

AT THE GIFT 
SWIFT INSTRUMENTS, INC. 


Boston 25, Mass. J-5 San Jose 12, Cal. 








RELIGIOUS JEWELRY 
AND GIFTS 


America’s leading import- 
ers, manufacturers and 
distributors of religious 
articles. The only 
complete selection in 

the trade. 


*% MEDALLIONS 

® STATUARY 

*% ROSARIES 

% CRUCIFIXES 

*® MISCELLANEOUS 
RELIGIOUS 
ARTICLES 


Write for NEW 64 page catalog 
with beautiful color illustrations 


FERRI BROS. INC. 


South 124 Route 17, Paramus, N. J. HUbberd 7-8600 
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BLACK STAR SAPPHIRES 
$1.25 per carat 


In lots of 50 carats or more, 
“ty @° FINER STONES From $2 fo 
rom $2 to 

Port? $10 per carat. 


INTERNATIONAL GEM & PEARL CO. 








220 W. 5th St., Los Angeles 13, Calif. MAdison 4-1777 








EMERALDS 


~00s8e or mounted. Memo selections to ratec 


jewelers. Write 


1. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 
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WEST COAST 


» Zale Jewelry Co. will establish its 
fourth jewelry store in Washington, 
in the new Renton Area shopping cen- 
ter outside Seattle. District Manager 
Richard Hankin said the new store 
will open May 15. 

»s Hudson Jewelry will establish a 
store in a planned new shopping cen- 
ter, the Crenshaw-Imperial, in Ingle- 
wood, Cal. 

» Abe Robinson, vice-president of 
Lawson’s Jewelers in Torrance, Cal., 
has been elected president of the 
Downtown Retail Merchants, part of 
the Torrance Chamber of Commerce. 
» New members of the 24 Karat Club 
of Southern California, installed at 
the Mar. 7 meeting at the Elks Club, 
Los Angeles, are Norman Brown, west 
coast office manager for A. Cohen & 
Corp., and Arthur E. Rosen- 
garten, western regional sales man- 
ager for Ronson Corp. Installation of 
club officers and a dinner-dance will 
be held at the Sportsmen’s Lodge on 
May 17. 

» Members of the Southern California 
Guild of the American Gem Society 
met at Bill Story’s Restaurant in 
North Hollywood on Mar. 15. 

» Members of the Santa Barbara 
Guild, Watchmakers & Jewelers, met 
at El Cielito Restaurant in Santa 
Barbara on Mar. 23. They viewed a 
travelog film. 

» The Southwest Washington Jewel- 
ers Association held its first 1960 
quarterly meeting at the St. Helena 
Hotel, Chehalis, Wash., on Feb. 16. 
eM. J. Christensen, jeweler in Las 
Vegas, Nev., is serving his fourth 
term as a member of the state legis- 
lature. He is a registered jeweler. 

»s Among Registered Jewelers recently 
named by the American Gem Society 
is N. M. Williams of Williams Jewel- 
ers, Porterville, Cal. 

» Duard E. Goble, jeweler of Fillmore, 
Cal., retired on Mar. 7. His store was 
taken over by Mr. and Mrs. James 
Scherzinger, of Glendora, who have 
operated a jewelry store in Monrovia. 
» Mills Jewelers, with stores in vari- 
ous sections of Southern California, 
has purchased Rupert Jewelers, 106 
E. Fourth St., Santa Ana, Cal. 

» The California Federation of Miner- 
alogical Societies is making plans for 
the first National Gem Show in Cali- 
fornia, at Redwood Acres 9th District 
Agricultural Fair Grounds, Eureka, 
Cal., July 8-10. 

» Paul Bader, of Los 
been named “Salesman of the Year’ 
for 1959 by Bulova Watch Co., Inc. 
Edward Moskowitz, of Portland, Ore., 
is new field representative for Bulova 
in that area. Jack Epstein, of Mercer 
Island, Wash., has been named re- 
gional manager of Bulova for an area 
including Washington, Oregon, north- 
ern California, Montana, Utah, Idaho. 


Sons 


Angeles has 


’ 


Wyoming, Colorado, and part of 
Nevada. 
a Wentworth Jewelry & Gift Shop, 
Ritzville, Wash., was sold recently. 
» Results of the January election of 
of the Northern California 
Manufacturers Association 
announced, as _ follows: 
Frank E. Buehn, of Fred Buehn Co., 
San Francisco, re-elected president; 
Frank M. Carrillo, Jr., of the name- 
sake firm, vice-president; Richard 
Stegman of Irvine & Jachens, secre- 
tary; Gilbert Van Wormer, of Van 
Wormer & Rodrigues, Inc., treasurer. 
» C. M. Huber has opened a watch. 
making and jewelry concession in the 
Marvel-Morgan Drug Co., Bellevue, 
Wash. 
a W.A. Moericke, jeweler of Yakima, 
Wash., has gone on the road in Wash- 
ington for L. A. Clark Co. 
e King’s Jewelry, 100 Pike St., 
tle, Wash., moved recently to 212 Pike. 
» Myron Scheer, formerly in_ the 
jewelry business in northern Calli- 
fornia, has been named to the staff of 
the Calan Co., Los Angeles, distribu- 
tor of Speidel products in California, 
Nevada. Scheer will 
from Fresno to the 


officers 
Jewel ry 
have been 


Seat- 


Arizona, and 

cover the area 
Oregon border. 
s Jerry Shiplee, owner of the Roger 
Lee Jewelry store, North Bend, Ore., 
recently acquired the North Bend 
location vacated by Ron Rowan. 

» Elgin National Watch Co. has an 
nounced appointment of Mel Fre 
richs of Stockton, Cal., as a member 
of its western regional! sales staff. He 
will cover northern California and 
southern Oregon. 

» Schade Jewelry in 
was purchased recently by Weston 
Pearson, formerly with C. C. Ander- 
son Watch Repair, Boise, Idaho. 

s Edwin Young of Beaverton, Ore., 
opened his new store on Mar. 4. 

» Harry T. Love Jewelry of Salem, 
Ore., was purchased recently by 
George J. Ishida, who was formerly 
with Brown Jewelry in Salem. 

» Charles Christiansen of Arco, 
Idaho, closed his store there recently 
and moved to Soda Springs, Idaho. 

» Carl B. Olseene of Seattle, Wash.. 
for many years on the road for 
Shriro, Inec., covering Washington, 
Oregon, Idaho, and Montana, has re- 
tired after 53 years of service. 

es Eugene Probst, long-time associate 
of Jabel Ring Co., has opened a manu- 
facturing plant and showroom in 
toom 1002, 424 S. Broadway, Los 
Angeles. 

» Richard King, formerly with Eagle 
Rock Jewelers, has opened King 
Jewelers, 24 W. Sierra Madre Blvd., 
Sierra Madre, Cal. 

a Glenn’s Jewelry, Phoenix, Ariz., 
moved recently from Seventh Ave., to 
205 N. Central Ave. 


Medford, Ore., 
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Executive Appointments 








Ye taney 


Milton Bernstein 


Paul G. Garrity has been named 
vice-president for marketing of 
Landers, Frary, & Clark, appli- 
ance maker in New Britain, Conn. 
Garrity was formerly vice-presi- 
dent of sales for Schick, Inc., and 
has been associated with Swank, 
Inc. 

Milton Bernstein, erstwhile vice- 
president and treasurer of Na- 
tional Silver Co. in New York, has 
Morton 
Bernstein, former president, will 


been elected president. 


serve as chairman of the board. 
Other firm appointments: Harold 
Gross becomes vice-president in 
charge of the imports division of 


the Los Angeles branch; Bernard 


James Dickey retires 
as Tiffany's executive 


James B. Dickey, vice-president 
of Tiffany & Co. in New York and 
general manager of the firm’s fac- 
tory in Forest Hill, N. J., has re- 
tired Apr. 30 after 44 years with 
the firm. 

Dickey began as assistant to the 
controller in 1916, took time out 
only in World War II when he 
served on the Army General Staff. 

Dickey has been president of the 
Silver Users Association, vice-pres- 
ident of the Jewelers Security Al- 
liance, treasurer of the Jewelry In- 
dustry Tax Committee, and a 
director of the jewelers Vigilance 
Committee. He has also been ex- 
tremely active in U. S. and world 
tennis circles, has done much to 
foster the sport’s growing popular- 


Paul G. Garrity 


J. Shields becomes vice-president 
in charge of administration for 
the West Coast; Arnold Thaler 
becomes vice-president in charge 
of merchandising for the Eastern 
division. Bernard Bernstein con- 
tinues as vice-president and sec- 
retary, Arthur J. Franklin as 
vice-president in charge of sales 
for the Eastern division. 

Craig A. Bossi joined Interna- 
tional Silver Co. on May 1 as sales 
He will be 
International’s 


promotion manager. 
associated with 
advertising division. He has been 
advertising director at Wallace 
Silversmiths for the past six 


years. 


ity in the U. S. He is a vice-presi- 
dent and member of the executive 
and administrative committees of 
the U. S. Lawn Tennis Association, 
and is a member of the special 
committee of the International 


Lawn Tennis Association. 


$79 million too costly 
for facts, House says 


A House subcommittee found it 
“hard to believe” the $79 million a 
vear the government spends collect- 
ing statistics was necessary. 

However, the Civil Service Sub- 
committee said, no government 
agency reported it was required to 
collect unnecessary or unduly bur- 
densome statistical information. 
This, it said, did not seem “plau- 
sible.” 





COLLEGE RINGS 
& RING TOPS 


America’s fastest sellers 
in the college jewelry field 


Watch your sales jump with 
these College Sea/ favorites 


College Seal 
“COLLEGIATE” 


Your consistent year ‘round 
profit-maker. No investment 
whatever! Sell directly from 
color display card. 250 ring 
catalogue FREE to accredited 
jewelers. 


sweetheart RINGS 


A solid gold dainty feminized 
version of the college ring for 
all occasions — to be cherished 


forever. 
* aw 
he 


College Seal 
RING TOPS 


Another fine profit-maker! A 
treasured gem set in heavily 
engraved solid 10k or 14k gold. 
Sell as pendants, earrings, 
pins, and for charm bracelets. 


SEND FOR FREE EASY-SELL 
INFORMATION AND COMPLETE PRICE LISTS. 


COLLEGE SEAL & CREST CO. 


236 Broadway, Cambridge 39, Mass 











The pertect 
WEDDING GIFT 


by COEHLER 





LANTERN STYLE 


é 
An niversary C af 


Exclusively designed 400-day clock, bevel-edged and 
engraved unbreakable plexi-glas. Highly polished 
brass case, satin-finished brass base, silver-plated 
dial with heavy, gilt raised markers, leveling legs 
Lever on base releases and starts pre-assembled 
pendulum, witheut lifting glass case. Size 7'» x 
5'>2 x 4 Keystone $36.00. 


HENRY COEHLER CO., INC. 
102 STH AVE... N. Y. C. II, N. Y 
OR 5-8067 














Obituaries 








Edwin W. Ross, 47, vice-president 
of National Silver Co. of New 
York, and merchandising 
director of the firm’s West Coast 
division, died in March. He was 
also a director of the firm. 

Louis N. Frank, 85, one-time trea- 
surer and board member of Re- 
liable Stores Corp. in Baltimore, 
died in mid-March. 
Frederick W. Snyder, 63, 
man for the past 25 years of E. J. 
Scheer, Inc., jewelry firm in 
Rochester, N. Y., died on Mar. 16. 
Howard Lowe Brooks, 52, vice- 
president of Peoria Jewelry Co. 
in Springfield, Ill., died Mar. 30. 
Louis B. Klar, owner of Gray’s 
Jewelers in Tulsa, Okla., died 
Mar. 24. He was prominent in 
Jewish philanthropy work. 

Berny Katzenberg, 72, comptrol- 
ler, Leon Levi Jewelry Co. 
1946, died late in March. 
Hugo Herzberg, 61, St. Louis 
manufacturer of costume jewelry, 


o-year 


sales- 
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Promotional 
items 
Available 
On-Guaranteed 
Sale-Basis 





All Phones 
RAndolph 
6-9550 








Planning A STORE- WIDE SALE? 
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WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUM YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS 


29 E. Madison St. (Heyworth Bidg.) Chicage 2, Ill. 


f $50.00 

IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF" 
COMPLETE 
PROMOTION 

KIT 


WHOLESALE DISTRIBUTORS 
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died late in March. 

J. Arthur Hull, 82, former vice- 
president of the Dreicer and Car- 
tier stores in New York, and 
jewelry designer for 60 years for 
some of the nation’s wealthiest 
families, died in March. 

Philip Wachtler, 58, one-time 
owner of Walker’s Jewelry in St. 
Petersburg, Fla., died recently. 
Abe Kaplan, 69, jeweler in Musko- 
and recognized as hav- 
ing the most complete Israeli 
stamp collection in the world, 
died recently. Kaplan was born 
in Russia. 

David G. Anderson, 61, member of 
the Washington, D. C., firm of 
Anderson Bros., Ine., died in 
March. He served as vice-presi- 
dent and treasurer of the firm. 
Jacob J. Krupin, 77, a jeweler for 
50 years in St. Louis, Mo., died 
late in February. 

Albert L. Johnson, Sr., 66, jeweler 
for 40 years in Jamestown, N. Y.., 
and owner since 1942 of John- 
son’s Jewelry, died Mar. 11. 
Samuel J. Sacks, general manager 
of H. Sacks & Sons in Brookline, 
Mass., died in October 1959. His 
nephew now manages the firm. 
Frank Delaw, retired jeweler of 
slaine, Wash., died Feb. 13. 
Samuel H. Rogoway, of La Rog, 
Jewelers, Portland, Ore., died 
Feb. 15. 

Henry Landsberger, 
1958 from S. H. Friend, 
cisco, died Feb. 26. 
Clay Smith, 50, Phoenix, Ariz., 
and Colorado Springs, Colo., 
jeweler, died Mar. 3. 

Herman O. Lehr, 79, owner for 47 
years of a jewelry store in Cleve- 
land, Ohio, died in mid-March. 
Miles Singer, who had been in the 
jewelry business many years in 
Portland, Ore., died in Phoenix, 
Ariz., on Jan. 20, where he had 
operated the Gem Jewelry & Loan 
Co. 

Marks Lewy, 90, one of the found- 
ers of Lewy Bros., jewelers, died 
in February. Lewy Bros., estab- 
lished in 1906, occupied the cor- 
ner of State and Adams Sts. in 
Chicago. In 1931 it moved to 
Michigan Ave. but after a short 
period, closed. 

Rudolph J. Burgstaller, 53, 
jeweler at 3532 W. Fond Du Lac 
Ave., in Milwaukee, Wis., since 
1937. died Feb. 12. 


gee, Okla., 


retired in 
San Fran- 
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( oming Events 


MA Y 


1— Marvyland- Delaware- District of 
Columbia RJA annual convention, Ho- 
tel Du Pont, Wilmington. 

4-14—-1). S. World Trade Fair, Coll- 
seum, New York. 

6-15—United Jewelry Show (fall), 
Sheraton-Biltmore Hotel, Providence, 
R. | 


8—-South Carolina RJA annual con- 
vention, Myrtle Beach. 

15-16—Wisconsin RJA annual! con- 
vention, Kenosha Elks Club, Kenosha 

15-20—-New York Stationery Show, 
Hotel New Yorker. 

90-22._Tennessee Watchmakers and 
Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

20-22—-Watchmakers Fair, Patten 
Hotel, Chattanooga. 

28-31 — Watch Material Distribu- 
tors Association of American 14th an- 
nual convention, Roosevelt Hotel, 
New York. 


JU N E 


1-3—National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

10-26—Federation of British Indus- 
tries Fair, Coliseum, New York. 

14—-Providence Jewelers Club an- 
nual clambake, Francis Farm, Reho- 
both, Mass. 

17-20—American Watchmakers In- 
stitute premiere convention, Morrison 
Hotel, Chicago. 

19-21—-Vermont RJA annual con- 
vention, The Lodge, Stowe. 

20-July 5—Chicago Internationa] 
Trade Fair, Navy Pier. 

25-27—New Hampshire RJA an- 
nual convention, Lake Tarleton Club. 
Pike. 

26-July 1—New York Lamp and 
Home Furnishing Accessories Show. 
Hotel New Yorker and Trade Show 
Building. 


JUL Y 


10-11—Mississippi RJA annual con- 
vention, Buena Vista Hotel. Biloxi. 
Miss. 

17-20—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

17-21—Retail Jewelers of America 
midwest convention and trade show. 
Morrison Hotel, Chicago. 

17-22—-Los Angeles summer mar- 
ket, Western Merchandise Mart. 

24-27—Washington Gift Show. Ho- 
tel Willard. 

24-27—-Buyers’ Mardi Gras, New 
Orleans Gift & Jewelry Show, Roose- 
velt Hotel. 

24-29—California Gift Show, Bilt- 
more, Ambassador, Merchandise Mart 


JEWELERS’ CIRCULAR-KEY 


and Brack Shops, Los Angeles. | 
31-Aug. 2 Pittsburgh Jewelry 
Show, Pittsburgh Hilton Hotel. 


31-August 11—Chicago Gift Show, 


LaSalle Hotel and Palmer House. 


AU GUS T 


7-10—-Memphis Cotton States Gift, 
Stationery, 


Jewelry, China, Glass, | 
Toys and Housewares Show, Memphis 
Ellis Auditorium. 


7-10—San Francisco China, Glass, 
Jewelry and Stationery Show, 


Gift, 
3rooks Hall. Sheraton Palace, St. 
Francis and Sir Francis Drake Hotels 
and Western Merchandise Mart. 

14-17—Portland Gift Show, Public 
Auditorium and Plaza Hotel, Port 
land, Ore. 


14-18—Retail Jewelers of America, 


and trade 
Hotel, New 


Ine., annual convention 
show, Waldorf-Astoria 
York. 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 
Hotel, New York. 

21-23—Detroit Jewelry Show, Stat- 
ler-Hilton Hotel. 

91-24—-Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotels and Termi- 
nal Sales Building, Seattle, Wash. 

21-26—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

28-30—Retail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 

28-30—Spokane Gift Show, Daven- 


port Hotel, Spokane, Wash. 

28-31 Minneapolis China, Glass, 
Gift. Stationery, Toys and NHouse- 
vares Show, Radisson Hotel. 


S —EP TEM BER 


° Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 

3. Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

1-6—Ohio RJA regional convention 
and jewelry show, Netherland-Hilton 
Hotel, Cincinnati. 

1-7 Miami China, Glass, Gift, 
Jewelry, Stationery, Toys and House- 
wares Show, Miami Bayfront Audi- 
torlum. 

{-8Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

11-15—Boston Gift Show, 
Statler and First Corp Armory 

17-18—Horological Association of 
lowa annual convention, Hotel Roose- 
velt. 

18—Tola Tumbleweeds cocktail 
party, Baker Hotel, Dallas, Tex. 

18-21—Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27—Phoenix Gift and Jewelry 
Show, Hotel Westward Ho. 

25-28—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


Hotel 


-. For CONSISTENT fine quality 


choose 


CAMEO 


Billfold shown is famous 
Vu-All model, with patented 


16-card pass case 


Cameo billfolds 
consistently give you fine 
quality merchandise with the custom 


look of true craftsmanship — merchandise you 


are proud to sell! Cameo offers a wide selection of models, each 
with a strong selling feature, in the season’s most popular leathers and 
colors. They're priced to retail from $3.95 to $15.00 with full. mark-up. 
Order, or ask for NEW catalog, showing complete line of fine leather goods. 


Fine leather goods since 1904 


The Springfield Leather Products Co. 


SPRINGFIELD, OHIO 





RUNNING A 
SUCCESSFUL SALE 
IS AN ART 
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News of Personnel 








K. Polishook announces the appoint- 
ment of two sales representatives: 

Milt Joffee will cover California and 
Arizona, as he did with SKW-Fidelity 
before the firm taken over by 
Polishook. 

Gary Langweiler, formerly with M. 
H. Shiman, will cover western Penn- 
sylvania, Ohio, Michigan, West Vir- 
ginia, Kentucky, Virginia, Delaware, 


Was 


Watch Co. He has 


firm for seven years. 


of Benrus 
with the 


sion 
been 


Hamilton Watch Co. announces two 
personnel appointments: 

Alvin L. Herbst has been named a 
salesman in Oklahoma and part of 
Texas. He was formerly with Ameri 
can Photocopy Equipment Co. 

Fred S. Winans, onetime salesman 


for Johnson & Johnson, has joined 
Hamilton as a representative 
covering part of Illinois, lowa, Wis- 
consin and Missouri. 


eastern Maryland and North Carolina. 
sales 
National Watch Co. an- 
the following personnel 


Elgin 
nounces 
| changes: 
Charles T. Germain, veteran watch 
salesman, has been named manager 
of the firm’s central region, covering 
Illinois, Wisconsin, Indiana, Michigan, 
Ohio and Missouri. 

John R. Proesel has been appointed 
manager of inventory planning. He 
has been with Elgin since 1940. 

LeRoy J. Anderson, who has held 
positions in production and _ pur- 
chasing, has been promoted to Elgin’s 
purchasing supervisor for watch ac- 


By Manny Silverman 


| AM LOOKING 
FOR THIS JEWELER . . 
ARE YOU HE? 


lf you are we can both 
make money! 


| 
| 
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Ralph Erickson Bernard Spillman 


‘essories. 


Eugene G. Friske has been named 
display manager of Oneida Silver- 
’ smiths. His association with the firm 
You have a store in a town of between | ....... 948 

began in 1948. 


5,000 and 200,000 population. 


You have been in business in your town 
for 20 years or more. 


You operate on a cash and charge ac- 
count basis. 
Fred S. Winans 


Alvin L. Herbst 


You sell Diamonds - Watches - Sterling 
Flatware and Hollowware - Gifts - China 
and Glassware and other items identified 
with a hallmark store. 


Remington Rand Electric Shave 
announces the following changes in 
its sales organization: 

tobert D. Short has named 
national! manager. He is the 
former eastern division manager. 

Leonard E. Evans has 
pointed to the post of assistant na- 
tional manager. Prior to this 
appointment, he was branch sales 
manager in New York City. 

William FF. Mulrenan 
named to fill the post of eastern divi- 
sion manager. Since 1956 he 
has been assistant national! 
manager. 





been 


You have a reputation for giving your Charles T. Germain John R. Proesel 
customers good honest values. sales 


You are civic minded and have through been ap- 


the years been active in civic and politi- 


cal affairs in your community. sales 


You have an inventory at your cost of 
between $20,000 and $200,000. 





has been 
YOU HAVE A SINCERE DESIRE TO GO sales 
OUT OF BUSINESS ... RETIRE... SET- 
TLE AN ESTATE OR OTHER VALID 
REASON. 


sales 


LeRoy J. Anderson Eugene G. Friske 


Joseph W. McDonald, erstwhile 
treasurer and assistant vice-president 
of operations at National Brewing 
Co., has been appointed assistant to 
the finance vice-presidency of W. A. 
Sheaffer Pen Co. 


You have been offered less than $ for $ 


for your inventory and accounts. Ralph Erickson, Croton Watch Co. 


representative in Washington and 
Oregon, will leave May 12 on an all 
expense paid trip to Switzerland. He 
won the trip from the firm for his 
achievements as a salesman during 
1959. His wife will accompany him. 
SILVERMAN SALES ENTERPRISES as both a retailer and a salesman, 
: Bernard Spillman has been named has been appointed a repre- 

580 Fifth Avenue, N. Y. 36, N. Y. to the new position of assistant gen- sentative for Golden in the 

Telephone: Plaza 7-4692-3 eral manager for the New York divi- Pennsylvania area. 


if you are this jeweler you and | can 
mutually benefit, if you will .. . 


WRITE! WIRE! CALL COLLECT 


Leonard Kahn, who has experience 


sales 


Shield 
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“Colorama VI" from Croton has 
history of rejection, demand 


Croton Nivada Grenchen’s new 
“Colorama VI” is, in the words of 
the firm, “a single watch that be- 
comes six.” The secret is in the S1X 
different cases and straps that come 
with each watch. Whenever a woman 
feels the need to change the style 
or color of her watch, she has only 
to slide on a new cover and band. 

According to Croton, the success 
of this watch is proof of the old say- 
ing that the customer is always right. 
When first presented to Croton buyers 
about a year ago, the “Colorama” was 
rejected as impractical, the firm says. 
Consequently, the plan was shelved. 

Despite this rejection, the Nivada 
Watch Co. of Switzerland continued 

“Colorama”’ elsewhere 
throughout the world. Americans 
abroad saw the watch, bought it, and 
to the United States. 
When these returning tourists showed 


“Colorama VI” to their friends, Cro- 


to market the 
brought It DacK 


ton says, the domestic demand started. 
Inquiries poured in from all over the 
Disregarding the previous 


“(Color- 


country. 
rejections, Croton introduced 
ama VI” to the American consumer. 
According to Croton, this new 
well do much toward 
quality watch market 
back to jewelry stores. It offers the 


stvle advantages of a collection of 


watch may 


bringing the 
| 


pm 225 Se 


pin levers, costs less, and offers a 
l7-jewel timepiece besides. 

For further information, contact 
Croton Nivada Grenchen, 404 Park 
Ave., South, New York. 


“Seventeen” feature boosts 
china as bridal shower gift 


The May issue of Seventeen maga- 
zine, which hit the newsstands on 
April 28, promotes china as a gift for 
surprise bridal showers. 

Aptly titled “A dish to Set Before 
the Bride,” the article shows china in 
“crisp modern,” “dainty floral” and 
“simple classic” patterns. 


“Colibri” by Kreisler gets new 
modernistic gift box design 


To set off the new line of “Colibri” 
pocket, purse and table _ lighters, 
Jacques Kreisler has introduced a new 
modernistic gift box design. 

Made of Bakelite, the new box is 
circular in shape and features a 
golden crest on the top. The inside 
cover is a champagne colored puff 
pad. The lighter rests on a plastic 
stand projecting upward from a blue 
velour base. 


New film for manufacturers 
tells the story of Linde Stars 


“Linde Stars Are on the Move” is 
the title of a new color film being 
shown to jewelry manufacturers who 
use Linde Stars in making their jew- 
elry items. But this is more than just 
a title, says Linde—it is also a de- 
scription of the state of Linde Stars 
in the jewelry market. 

Star of the film is Linda Star, a 
cartoon character who sports a Linde 
Star in her hat. This picture, taken 


from the film, shows her illustrating 
the company’s plans to use radio and 
television advertising during the year. 

The film goes on to describe the 
processes that have contributed to the 
development of the Stars, and the 
promotional efforts that will be used 
in an effort to increase their popu- 
larity. 


Keepsake-Starfire commercials 
available for drive-in showing 
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Young people are the best custom- 
ers at drive-in movies. They are also 
the most frequent purchasers of dia- 
mond engagement rings. How to take 
advantage of the connection ?—adver- 
tise in the outdoor theaters, of course. 

Such advertising is made possible 
by a new series of movie commercials 
for Keepsake-Starfire diamond rings 
released by A. H. Pond. Produced in 
Eastman color, the commercials (10 
Keepsake and 3 Starfire) depict real- 
life situations designed to appeal to 
young people. The scenes include the 
presentation of diamond rings as well 
as their selection in typical jewelry 
store settings. 

Half the film time is devoted to 
these episodes; the other half is left 
to the local jeweler’s selling message 
and identification. 

Films are supplied to authorized 
Keepsake-Starfire jewelers free of all 
production costs. Dealers pay only for 
screening the films at their own local 
theaters, plus the cost of preparing 
their own message at the end. 

For further information, contact 
your Keepsake representative or A. H. 
Pond Co., Syracuse, N. Y. 


international has 8-page ad in 
May "Coronet," reprints offered 


The May issue of Coronet features 
an eight-page ad for International 
Silver products. Shown are 79 gift 
items in sterling, silverplate and pew- 
ter. 

teprints of the insert are available 
to jewelers free of charge with mini- 
mum merchandise orders. These can 
be used for direct mailing. As an 
in-store traffic builder, a redemption 
certificate is included in each bookiet. 
This entitles customers to purchase a 
$9 Wilcox silverplated roll or utility 
tray for $4.95. 

Complete details may be obtained 
from International Silver Co., Meri- 
den, Conn. 





Opalite's ‘Aurora Borealis” 
gets new display, gift boxes 


Opalite, Inc., Philadelphia jewelry 
manufacturer, has created a new dis- 
play piece to show its selection of 


“Aurora Borealis” pendants. Avail- 
able in gold filled or sterling silver, 
“Aurora Borealis” also comes in ear- 
rings and pins. 

Price of display includes a leather- 
ette-covered steel case for each pen- 
dant in the selection. 

Contact your wholesaler. 


Hamilton has two programs for 
learning electric watch repair 


a 


Hamilton Watch Co. has announced 
that its two programs for offering 
watchmakers information on electric 
watch servicing have proved to be 


ae 


“highly successful. 

Introduced several months ago, the 
programs are intended to supplement 
the data contained in the firm’s Elec- 
tric Watch Repair Manual. 

One program enables the watch- 
maker to learn electric watch servic- 
ing right at his place of business. 
Called the “Repair, Practice and Ex- 
amination Kit,” this course includes 
a service manual, an electric watch 
and special tools for its repair. 

The other program offers a short 
(one week) course of instruction at 
the Hamilton factory. 

The company will award certificates 
to watchmakers who complete either 
of the two courses. 

For further information about 
these programs, contact R. W. Slaugh, 
Hamilton Watch Co., Lancaster, Pa. 


Pennsylvanian takes top prize 
in Dennison's ring case contest 
Dennison Mfg. Co. of Framingham, 
Mass. has announced the winner in its 
wedding ring case contest. Mrs. Betty 
Mulligan of Frank Clarke Jewelers, 63 
South Main St., Wilkes-Barre, Penna., 
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won the $100 first prize for listing 
the six Dennison wedding ring cases 
in the exact order of their 1959 sales. 

Correct order is as follows; 2X, 6X, 
10OX, 3X, 8X and 11X. 

The contest, which appeared in the 
March issue of JC-K, consisted of 
photographs of six ring cases. En- 
trants were required to put the cases 
in order of 1959 sales records. An- 
other contest is being held this month. 

The top winner was selected on the 
basis of her entry having the earliest 
postmark. Other correct entries will 
receive one dozen Dennison wedding 


ring cases. 


Hadley “Bandwagon” designed 
to show new line of watchbands 


With all orders of 70 or more 
watchbands, Hadley Corp. is offering 
a novel merchandising unit called the 
“Hadley Bandwagon.” Display holds 
the bands under glass, making it 


pilferproof as well as dustproof. By 
opening the top of the unit, a jeweler 
can show the entire line of Hadley 
watchbands from a single package. 

The Hadley line comes in the $3.95 
to $8.95 price range. 

Contact Hadley Corp., 580 Fifth 
Ave., New York. 


Forstner stages ‘festival’ in 
honor of 40th year in business 


Anniversaries are for celebrating, 
and Forstner, Inc., is no exception to 
this rule. To commemorate its 40th 
year in business, the firm is staging 
an “Anniversary Special,” consisting 
of new merchandise, promotions, pack- 
aging, displays and advertising. 

Included in the new merchandise 
will be gold filled ladies’ jewelry, new 
link bracelets and key chains, sterling 
charms, novel election-year jewelry 
items, and a unique family tree unit. 

Full information may be obtained 
from Forstner, Inc., 646 Nye Ave., 
Irvington, N. J. 


New Bond glue tube gets 38,000 
drops to the half ounce 


A new dispensing tube, called the 
“Twelve/1000ths,” has been developed 
by Bond Adhesives Co. The name 
stems from the fact that the nozzle 
is only .012 in. in diameter, and can 


dispense a drop of glue as small as 
1.5 mm in diameter. This means that 
38,000 such drops can be squeezed 
out of a standard half-ounce tube. 

According to Bond, this tube is 
being widely used in the rhinestone 
industry for cementing the #4 stone 
size. Another application of the glue 
has been in hand-written decorative 
script writing on greeting cards. The 
script is sprinkled with glitter, flock- 
ing, aluminum or bronze powders, 
making a most unusual item, says 
Bond. 

The main advantage of the tube 
is said to be its elimination of spillage 
and waste. 

Contact Bond Adhesives Co., Box 
406, Main P. O., Jersey City, N. J. 


Timex "400" series features 
new styling for men and women 


Following on the heels of the re- 
cently introduced thin models in the 


“100” series, Timex has announced 
a completely new line of watches, 
called “Timex 400.” Ali watches in 
this group feature 17-jewel move- 
ments, and are priced to retail at 
$19.95 each. 

Currently, the _ series 
three men’s watches and two models 
for ladies. All are shock-resistant, 
have stainless steel backs and un- 
breakable mainsprings. All models 
come in a newly styled gift box. 

A special display case has been de- 
signed for the series, and Timex says 
the watches will be advertised exten- 
sively in print and on television. 

Contact your Timex wholesaler. 


comprises 


New Imperial promotion gives 
cultured pearl to consumers 


The new “Identa Pearl” promo- 
tion launched by Imperial Pearl Syn- 
dicate will be 65 per cent more suc- 
cessful than previous Imperial pro- 
motions, the firm says. 

Imperial says that the promotion 
has a dual purpose—to buiid traffic 
in retail stores and to increase con- 
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sumer interest in cultured pearls. 
More than 750,000 mailers have 
been ordered for use in the promo- 
tion, which has been timed to coin- 
cide with Mothers’ Day, graduation 
and bridal selling periods. 
“Identa Pearl” actually puts a cul- 


tured pearl in the customer’s hands, 
and encourages customers to go to 


a jewelry store and purchase an Im 
perial pearl jewelry item on which 
the gift pearl may be mounted. 

For further information 
Imperial Pearl Syndicate, Ine., 5 
North Wabash Ave., Chicago. 


contact 


Tie-Tie’s planter display shows 
blossoms of gift-package bows 


Spring is the keynote of a new 
planter display now being offered by 
Tie-Tie division of Chicago Printed 
String Co. 

Called “Blossom Bow,” the unit 
features five bow “plants” of rayon 
“Satintone” ribbon. Pots for the bows 
are laminated in wrapping papers 
typical of Tie-Tie’s 1960 line. 

The circular holders for the flower 
pots are built to standard clay pot 
size so that living plants may be sub- 
stituted for the bows when the spring 
promotion ends. 


Bohemian garnet jewelry shown 
in color brochure from Asiatic 


A new color brochure released by 
Asiatic Art Jewelry Co. illustrates 
the firm’s line of Bohemian garnet 
jewelry. Approval packages will be 
sent to rated jewelers. 

The company also carries a line of 
14K gold Chinese jade jewelry. 

Contact Asiatic Art Jewelry Co., 
225 Fifth Ave., New York. 


“Largest ever,’ says K & B of 
new mat service to sell rings 


A comprehensive newspaper adver- 
tising mat service, claimed to be the 
largest and most complete ever cre 
ated to sell rings, is now being dis- 
tributed to Karlan & Bleicher whole- 
salers. 

According to the firm, the service 
contains 136 complete and ready-for- 
insertion ad mats. In addition, there 
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are 500 individual ring illustrations. 
Even so, says K & B, “only a fraction 
of our line is represented. The service 
would have to be many times larger 
to show all our rings.” 

are available from whole- 
writing to Karlan & 
36 W. 52nd St., New 


Coples 
saiers or by 
>} ~ | 
ecner, Ine., 


York. 


Nautical theme stressed in new 
"“Yachtsman" series from Elgin 


Elgin Watch Co., inspired, it says, 
by the increased interest being shown 
in boating, has introduced nine new 
waterproof watches under the name 
“Yachtsman” series. 

A special package has been designed 
to highlight the waterproof, shock- 
proof features of the watches. In an 
over-all metallic blue color, the pack- 
age has a white background with the 
Elgin name prominently displayed. 

The watches themselves are 19- 
jewel models, and feature the “Dura- 
balance” feature, making them guar- 
anteed shockproof for life. Eight of 
the watches have one-piece cases. 

In announcing the introduction of 
the new series, Elgin said that the 
decision was influenced by a recent 
survey sponsored by the firm, which 
disclosed that 67 per cent of the na- 
tion’s consumers want their next 
watch to be waterproof. 

Price range in the new line is from 
$39.95 to $79.50. 


Edwin Freed set for Fathers’ 
Day with new promotion kit 


New colors and slogans are behind 
the 38-piece Fathers’ Day display kit 
now being offered by Edwin Freed, 
Inc. 

Ready to use, the kit wholesales at 
$3.75 plus postage, and is available 
to jewelry stores only. 

Kit contains display cards, window 
streamers, pennants, window strips 
and lapel badges for salespeople to 
remind customers of Fathers’ Day. 

Contact Edwin Freed, 150 W. 46th 
St., New York. 


Northern lights motif featured 
in rosary styled by Catamore 


The splendorous northern lights 
> 


served as the inspiration of this 


unusual rosary, according to the 
Catamore Co. of Providence, longtime 
fabricator of inspirational and re- 
ligious items. 

Called “Aurora Borealis,” the 
rosary features colored round and 
pyramid-shaped beads. The crucifix 
itself is formed of sterling silver. 
Rosaries come in a variety of styles, 
retailing from $12.75 to $21. 

Contact your wholesaler. 


New palladium styles added to 
jewelry line from Eitelbach 


A number of new styles, produced 
in palladium, have been added to the 
line of Eitelbach Bros. 

Due to the comparative lightness of 
palladium, says the firm, this metal 
is being used especially in earrings. 
Most of these are mounted with di- 
amonds, with and without cultured 
pearls, 

Other newly introduced items in 
palladium are bracelets, watch attach- 
ments and brooches. 

A catalogue is available by contact- 
ing Ejitelbach Bros., 2 W. 47th St., 
New York. 


Zenith takes 38 first prizes in 
latest Neuchatel competition 


For almost a hundred years Zenith 
watches have been winning prizes at 
the Neuchatel (Switzerland) Astro- 
nomical and Chronometric Observa- 
tory Contest. In the latest contest, 
Zenith copped a total of 38 series and 
individual first prizes, bringing the 
firm’s 95-year record of first prizes 
to 791. 

In the deck chronometer category 
Zenith won 16 first honors. Fourteen 
first prizes were taken in the pocket 
watch category, and the firm walked 
off with eight first prizes in the wrist 
watch competition. 

Zenith watches sell at prices be- 
ginning at $80, and are distributed in 
the United States by Concord Watch 
Co., 720 Fifth Ave., New York. 





The EternaeMatic “Dato 


Calendar watches are great advances in the field of horology, 


but they do pose new problems from the standpoint of wear and 


waterproofing. The “‘Dato’’ overcomes many of these problems 


By HENRY B. FRIED 


JC-K Horological Consultant 


@ IN CALENDAR watches, the problem of adjust- 
ing the date manually is a difficult one. Not only 
are separate “pushers” required, but normal 
or stock watch cases cannot be used because 
calendar watches require special openings at 
precise positions in the watch case. Keeping mois- 
ture, dust or grime from entering through these 
positions is also a major problem. If the case is 
supposed to be waterproof, special-type gaskets, 
pushers and return springs are needed to keep 
these positions impervious. 

The Eterna Watch Company has solved many 
calendar watch problems in the “Dato” model. 
This watch is designed so that manual winding, 
hand setting and adjustment to the calendar are 
all performed with the single traditional stem 
and crown. This has numerous benefits. It elimi- 
nates the need for additional openings in the side 
of the case and additional gasketing for water- 
proofing, with its attendant problem of seepage. 
It also makes for a more streamlined appear- 
ance, and, mechanically, it does away with the 
day-of-the-month calendar pushers. In watches 
without pushers, which require that the date 
be changed by turning the hands forward 24 
hours, the chance of wearing out the cannon 
pinion friction is always present. When this 
happens, the cannon pinion fails to grasp the 
center post, and this loss of traction causes the 
hands to drag, even though the timing machine 
may record a perfect rate. 

In the “Dato,” to advance the calendar to the 
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correct date, one first pulls the crown out to the 
hand setting position. Pulling the crown out fur- 
ther to a third position advances the calendar 
one day. As soon as the fingers relax on the 
crown, it will return to the hand setting position 
This may be repeated as often as necessary. 

Figures 1 through 5, drawn with slight artistic 
license for better clarity, depict the process in 
action. Figure 1 shows the calendar unit and de- 
vice with the regular dial and hands removed. 
“A” is the date indicator with its 31 internal 
teeth. “‘B”’ is a roller attached to the date jumper 
“C” which pivots at “F.”’ The roller keeps the 
date indicator in position by pressing outward 
between two of the teeth of the date indicator. 
Pressure for this is supplied by the left part 
of the date jumper spring “D,” pressing against 
the pin on the date jumper “C.” “J” is the date 
corrector whose beak will nudge the nearest date 
indicator gear tooth when manually activated 
by the mechanism. 

Figure 2 shows a separate view of the date 
corrector “‘J,’”’ the beak which contacts the date 
indicator gear tooth. The post “N” is the part of 
the date corrector which receives motion from 
the third stage of the crown’s outward position. 
The post “N” and the post “P” also act to guide 
the date corrector beak to the correct position. 
The sole “R” acts as a stabilizer. By referring 
to this figure and back to Figure 1, its position 
and function will be more clearly understood. 

The date corrector “J’’ rests on the main plate. 
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Figure 1. 
calendar-setting 
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and hands have been removed 
The pronged extension 


representation of the 
“G"’ permits the 


in this schematic 
“H" to the setting lever 


calendar date to be advanced by moving the crown outward from the hand-setting position 


to a third position in which 


rests in a rectangular cutout sec- 
while the back post 


Its post, “N,” 
tion in the main plate “K,”’ 
“P.” rests in the corner of the cutout section 
“L.”’ The end of the right arm of the 
jumper spring “M”’ fits into the armpit of the 
beak and the post “N” and provides pressure 
towards the right, or return pressure. 

The date corrector is activated by the forked 
set lever extension which is the most conspicuous 
part of this device. This extension attached 
to the regular set lever “G” two rivets. The 
sector or area of the sweep of the forked exten- 


date 


IS 


by 


sion is extensive. In Figure 1, the date indicator 
is stationary with the roller resting between two 
of the date indicator’s teeth at the 29-30 position. 
The watch is in the winding position. 


the crown has been pulled out 
into position 2. Notice the increase in space be- 
tween position “L” in Figure 1 and the space 
between the bottom of the crown and the move- 
ment in position 2, Figure 3. The clutch lever “‘O”’ 
has been shifted downward by the action of the 
setting lever, and the clutch wheel now contacts 
the (hand) setting wheel. The pronged, or forked, 
set lever extension “H” with its extensive sweep 


*) 
es, 


In Figure 
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the date corrector 


‘J’ beak nudges the date indicator teeth. 

















Figure 2. The date corrector, composed of the corrector 
plate “‘J’’ (figure 1), the contacting beak ‘‘Q,”’ the center 
pin ‘‘N,’’ the guiding pin ‘‘P”’ and the steadying sole ‘‘R.”’ 


has reached downward so that its longer, lowe 
prong is now contacting the pin “N” in the date 
corrector. To show this engagement more clearly, 
the pronged extension is shown above the date 
corrector, later it will be shown in its true posi- 
tion under the main plate and under the date 
corrector, but contacting the long pin “‘N.” 
Notice the date corrector. The pin “N” rests in 
the rectangular slot while the pin “P” rests in 
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Figure 3. With the crown in the hand-setting position, the prong of the setting lever 


extension ‘‘H’”’ 


makes contact with the center pin ‘‘N”’ of the date corrector ‘‘J.’’ The 


rolier ‘‘B’’ is pressed by the date jumper spring ‘‘D” against the pin of the date jumper 
“C,”" keeping the indicator positioned until the crown is pulled into the third position. 


the back corner of the aperture “L.” The sole 
“J” is resting on top and along the edge of the 
aperture. Any further movement of the pronged 
set lever extension will cause the pin to move 
along the rectangular slot. The pin “P” will rub 
along the edge of the aperture in a left and then 
upward direction. This will cause the beak of the 
date corrector to turn and move upward and for- 
ward so that its edge contacts the date indicator’s 
nearest gear tooth and moves it in a counterclock- 
wise direction. A plate (not shown) keeps the 
date indicator and corrector flat and in place. 
Figure 4 shows the third position of the crown. 
Notice the increased space in this third position. 
Here, the setting lever extension has advanced as 
far as it can go. The pronged set lever extension 
“H” has contacted the pin and moved it along 
until the pin “N” rests in the bottom of the 
prongs of the set lever extension. The pin “P”’ 
has moved along the edge of the aperture “L” and 
comes to a stop at the aperture’s upper left 
rounded corner in the cutout of the plate. The 
pin “N” also is against the forward corner of the 
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slot “K’’ and arrests any further movement of 
the date corrector. The beak of the date corrector 
has pushed the dial’s gear tooth as shown by the 
heavy arrow. The date indicator now has been 
moved as far as the date corrector will nudge it. 
At this exact moment, the dial’s tooth at position 
‘“S” has passed the crest of the turning roller 
“B.” The date jumper spring pressing upwards 
on the pin “E” of the swinging date jumper “C”’ 
will cause the roller to suddenly move the date 
indicator ring forward until the roller rests be- 
tween the teeth of the date indicator ring ad- 
jacent to the calendar figures 30 and 31. Notice 
the flexing of the right part of the date jumper 
spring “M”’ will force the date corrector “J” back 
to the position shown in Figure 3, position 2. 
The advancement of the date indicator can be 
made as often as the crown is pulled into the 
position shown in figure 4 and relaxed again. 
The clutch wheel and the (hand) setting wheel 
are still engaged. No further downward move- 
ment of the clutch lever “O” is possible, regard- 
less of whether the set lever and crown are in 
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Figure 4. In the calendar-setting position, the setting lever extension ‘‘H’’ sweeps further 
and its prongs straddie the pin ‘“‘N’’ to move the date corrector to the left. The beak of 
the corrector contacts the side of the gear tooth (arrow) and moves the date indicator 
until the tooth opposite the 30 number is just past the crest of the turning roller ‘‘B.”’ 


position 2 or 3. This is because the bottom curve 


of the set lever itself is part of a circular arc 





whose center is the set lever screw. 
Figure 5 shows the calendar as it changes dates 
automatically with the normal progression of the 
hands. Underneath the hour wheel and attached 
to it is a smaller wheel which causes the date 
wheel to turn once in 24 hours. At the center 
of the wheel is a ring with but one tooth. This 
is shown in Figure 5. As it turns counterclock- 
wise, it contacts the internal gear tooth of the 
date indicator ring and moves it along until the 
roller shown in Figure 4 is in the position shown 
by the arrow “S.” The date indicator will then 
jump ahead (adjusted to do so at midnight). 
Because the gear tooth is engaged with the one- 
leaf pinion it is inadvisable to manually set the 
calendar between the hours of 8.00 P.M. and 
2.00 A.M. 
The crown, case and case pipe of the water- Figure 5. A one-leafed pinion causes the date 
proof model “Dato” have been so designed that to change automatically at midnight. Pinion 


regardless of the crown position the watch will turns once every 24 hours, activated by another 
be impervious to moisture sae pinion located underneath the hour wheel. 
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WORKSHOP 


QUESTIONS 
and ANSWERS 


CIPRANO CUTTERS: Through the 
vears, I have followed your mag- 
azine and the excellent articles 
and clear drawings. These are 
most helpful and easy to follow. 
My problem is that I am unable 
to find the address where I may 
obtain the famous Ciprano cut- 
ters for gear and pinion work. 
Also, could you tell me the name 
of someone who sells old watch- 
making books and old trade 
journals ?—Ole P. Olson, Jewel- 
er, Kalispell, Mont. 

Answer: I just saw a picture 
of your store in some trade 
journal and with all that winter 
snow, I think I know why you 
want to read and cut some 
gears. The Ciprano cutters I 
personally have (a new set) 
were ordered through J. A. Pol- 
tock, 15 Maiden Lane, New 
York. J. P. Spurlock, 405 S. Hill 
St., Los Angeles, were the west- 
ern agents for Ciprano wheel 
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and pinion cutters. However, 
my present directory lists only 
a W. C. & J. J. Spurlock, 354 8. 
Spring St., Los Angeles 13, 
Calif. Old watchmaking books 
and trade journals can be had 
from H. Birnbaum, 218 E. 59th 
St., New York, N. Y. 

CUCKOO AND TOWER CLOCKS: 
Will you please send me the 
names of firms that carry a 
good line of cuckoo clocks in the 
New York area? Also, the names 
of manufacturers of tower 
clocks. — Walter W. Tiffany, 
Hackettstown, N. J. 

Answer: For tower clocks, 
contact Mr. H. Lamm of the 
Howard Clock Sales and Service 
Co., Inc., of 1832 W. Broadway, 
New York 13, N. Y.; for cuckoo 
clocks, try Cuckoo Clock Mfg. 
Co., Inc., 40 W. 25th St., New 
York 10, N. Y., or Fred J. Koch, 
1115 Broadway, New York 10, 
N. Y., or Henry Coehler Inc., 
102 5th Ave., New York, N. Y. 

rad * * 

ROYAL FLUSHING: We have re- 
cently purchased replicas of the 
crown jewels of Great Britain. I 
noticed that these were some- 
what tarnished, having been in 
storage for almost 10 years. 
Where can we have. these 
cleaned and polished? I would 
prefer someone in the Boston 
area. Or perhaps we could do 
it ourselves. How? These con- 
sist of crowns, tiaras, swords, 
scabbards all studded with arti- 
ficial stones simulating dia- 
monds, emeralds, sapphires, 
pearls, etc. 

Answer: Your “jewels” could 
be cleaned rather easily by some 
Providence company with whom 
vou do business. They have large 
cleansing tanks in which large 
quantities of jewelry are cleaned 
quickly and excellently by the 
ultrasonic methods. It seems 
vour jewelry lends itself to this 
type of cleansing. Actually, I 
know of no one who makes a 
specialty of this service. You 
could do this yourself, trying a 
small piece first. Use a warm 
solution of water, ammonia, a 


bit of detergent such as “All,” 
“Clean,” etc. It works very well 
on objects made of brass, which 
might be the metallic base of the 
jewelry. It will remove tarnish 
without much working. Adding 
acetone sometimes helps but in 
this case, I would omit it be- 
cause the acetone might strip 
lacquer or any reflective coating 
on the “gem Later, 
wash or rinse with cold water 
and dry. 


stones.” 
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LEAF, PLATE, OR GILT ?—We have 
a customer who has a large 
mantel clock which he insists Is 
covered with gold leaf. He would 
like to know how to clean it. Are 
these clocks gold leaf or gold 
plated? It is a very old clock.- 
Keller & George, Charlottesville, 
Va. 

Answer: Since I have not seen 
the clock case, I cannot tell you 
whether it is gold leaf, plated or 
what we term “fire gilt.’’ Prob- 
ably it is fire gilt if it is very 
old, since plating wasn’t used 
(electro-plating) until electric- 
ity was in common use. Fire 
gilding was done by an amalga- 
mation of beaten gold and mer- 
cury. The mercury was then 
rubbed into the surface to be 
gilded, depositing both mercury 
and fine gold onto the metal. The 
case was then heated sufficiently 
to evaporate the mercury, leav- 
ing a gold deposit on the case. 
If the case is dirty or tarnished, 
it can be cleaned with an ordi- 
nary clock cleaning solution or 
a mixture of ammonia, oleic 
acid and a bit of detergent. Do 
not use any chemical which will 
strip the gold from the surface. 
Later, after rinsing and drying, 
it would be a good idea to lac- 
quer the surface to preserve the 
brightness. 

* * * 
LOST PALLET: I received for re- 
European watch 
escapement. The 


pairs an old 
with lever 

owner prizes it very highly. Mv 
misfortune was to lose the pallet 
bridge. Efforts to get another 
were a waste of time. I am 
fairly skilled in lathe work and 
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NEW HOME 
OF THE 


, ORDERS for machines in the new 
Watch Master Line, plus the ever-growing 
demand for related products by industry 
and government have necessitated vastly 
increased facilities. 


In our new plant where production capa- 
city is nearly doubled, we are enabled to 
expand our research, development and 
manufacturing activities while improving 
our delivery schedules. 


In behalf of the Company, I extend sincere 
thanks to the jewelers and watchmakers of 
America for their confidence in our prod- 
ucts, policies and service, resulting in this 


expansion program. 
VL oo on 


J 
Drum Watch-rate Recorders President 


Tape Watch-rate Recorders 
Ultrasonic Watch Cleaners 
Ultrasonic Jewelry Cleaners 


Stomp, Seomngeaten American Time Products, Inc 


61-20 Woodside Avenue 
Woodside 77, N. Y. 
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increase profits by 
Engraving your own Jewelry 


Special Multi - Grip 
vise holds articles of 
any shape. Inexpensive 
CNP-J Panto - Engraver 
cuts sharp and clean in 
stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver ... 
Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 


Model CNP-J 


Mode! 30-5 


A Full Line 


° 
Engraving 
Equipment 
and 
Accessories 


Liberal Terms Arranged. 
Small Monthly Payments. 
Write for complete detais and prices. 
For immediate attention write directly 


to manufacturer below. Ask for nearest 
representative. 


TRADE MARK 





H. P. Preis Engraving Machine Co. 
657 U. S$. Highway 22 Hiliside, N. J. 





————_-- 





Walch, Case Fepaning 


We repair all types of cases, chrono- 
graphs and stainless, and make coil @ 
springs for cases. We also sell used 
replacement movements. 

Write for Information 


BECKER-HECKMAN COMPANY 


29 East Madison Street Chicage 2, Illinois 











THE GUARANTEED WATCH CROWN 


ACON warci crown CO. 


50 Eldridge St., New York 2, N. Y. 


Manufacturers of Gold Fil! 
Complete line including ae 
Sold through Wholesolers & Jobbers 











Write for 
full information 
ond free samples 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo . 











| use the lathe 
files, you have all the necessary 


hand skills, but I lack the knowIl- 
edge to make the pallet bridge, 
especially without the sample.— 


_§$. H. Cestare, Boston, Mass. 


Answer: If you know how to 
and small hand 
skills to 


replace your bridge. 


|The sample is not needed since 


you will make one “custom- 


| built” to suit the watch, and the 
movement itself will supply all 


the necessary guides and gauges. 
First obtain a piece of brass or 
nickle silver which is at least 
as thick as the space between 
the main plate and the lower 
side of the balance wheel. If the 
movement is very thin, use steel. 
Next, roughly shape this piece 
to the complete area in the main 
plate under the balance where it 
will fit. Leave sufficient extra 
abutment to this piece for the 
pallet arbor pivot jewel. Next 
strip the movement so that the 
main plate is bare. Shellac this 
small piece to the main plate in 
the area occuppied by the pallet 
bridge. Make certain that the 
plece covers more than the area 
you suspect, as it is easier to 
remove metal later. When this 
piece is secure, turn the main 
plate over on the dial side and 
with a drill whose thickness is 
the same size as the thread hole 
of the pallet bridge screw in the 
main plate, drill a hole in the 
pallet-bridge-to-be, using the 
threaded hole in the main plate 
as a guide, taking care not to 
score the threads. Drill this hole 
clear through the upper shel- 
lacked piece. 

Next, select a drill whose 
thickness is the exact size of the 
holes in the main plate in which 


_the former pallet bridge’s steady 
pins fitted. 
_in the main plate as guides, drill 
'through this and through the 
| shellacked piece. If the unfin- 
_ished bridge is still secure, you 


Using these holes 


can then place the main plate 


| and its shellacked piece in the 
| face plate and, using extreme 
| precision, 
_ plate in the face plate so that 


position the main 


the lower pallet arbor jewel hole 
is precisely on center with the 
pump center of your face plate. 
Lock the whole arrangement 
very securely. Now, with either 
a slide rest or the countershaft, 
mill or drill the hole in the up- 
per, shellacked piece, the hole 
to be of the size of friction jewel 
you will use (or if no jewel is 
to be used, with the smallest 
hole possible, later to be reamed 
to size). In the latter case, the 
use of a slide rest or tailstock 
is discouraged. Instead, find the 
center by a graver and T-rest, 
using the same procedure as in 
pivoting an arbor. 

For extra precaution and pre- 
cision, this entire step of finding 
the pallet bridge jewel center 
is best done after the steady 
pins have been made and fitted 
and the bridge is held in the 
movement by the pallet bridge 
screw and the steady pins. In 
making steady pins, remember 
that the steady pins must fit 
dead-tight in the pailet bridge, 
but merely snug tight in the 
movement. This can be done by 
turning the pins with two diam- 
eters; one that fits the require- 
ments in the main plate and a 
larger diameter for a dead-tight 
fit in the bridge. Taper the ex- 
tremities of the steady pins for 
easier insertion in the main 
plate and removal from it. 

After this, you can flat-file 
the bridge to provide adequate 
but not excessive clearance for 
the balance. Then, centering the 
pallet bridge on the main plate 
and face plate so that the pallet 
bridge screw hole is central, 
countersink this hole to accom- 
modate the pallet bridge screw. 
Usually this is flush with the 
pallet bridge, or it might cause 
the balance to “catch” on it as 
it passes. Next, file away any 
excess metal of the pallet bridge, 
with an eye to a good appear- 
ance of the shape. Leave suffi- 
cient metal around the pallet 
jewel hole for a secure fit to 
the jewel to be pressed in later. 
What remains now is the exact 
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profile of your pallet bridge. The 
rest of the job is to mill or file 
away the metal from under the 
pallet bridge in the area under 
the jewel hole so that the pallet 
arbor will have the proper end- 
shake. This can be done by shel- 
lacking the bridge to a shellac 
chuck with the underside out- 
ward. The bridge should be cen- 
tered at the jewel hole accom- 
modation. You can then mill this 
area down to the shape you want 
using the slide rest. If you feel 
confident, you can file away this 
area to match the contour of 
the similar area in the main 
plate, giving enough room to the 
pallet fork to have _ sufficient 
angular movement. The amount 
to be milled, filed or cut away 
can be determined by gauging 
the height of the pallet arbor 
between shoulders and filing a 
shim to this exact size and using 
this as a gauge between the 
frequent fitting and filing of the 
bridge. The shim is tried be- 
tween the space of the pallet 
bridge and the movement. When 
sufficient metal has been re- 
moved from the bridge, the shim 
should fit with a minimum of 
endshake. When this has been 
done, all that remains is to press 
for the proper friction jewel in 
to the bridge, adjusting the 
jewel for the correct endshake. 
Finish the bridge to match the 
appearance of the remainder 
of the movement. Do not forget 
to file a slight bevel under the 
edge of this bridge so that you 
may have a leverage-purchase 
to remove whenever you want. 
This same procedure is the gen- 
eral process in making any of 
the bridges in the movement, 
should you continue to be un- 
fortunate. 


BROKEN TEETH—We have a 
large German clock in which 
the barrel cap came loose, caus- 
ing the spring to uncoil sud- 
denly. This made the barrel 
break off a few of its teeth. 
We would like to know where 
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we could have a new one made, 
or obtain a replacement.— 
Shearer’s, Lanard, IIl. 

Answer: The barrel can be 
either repaired or replaced by 
sending it to John A. Poltock, 
15 Maiden Lane, New York. 
Sometimes the barrel is a sepa- 
rate toothed disc soldered to the 
rim, which makes it into a bar- 
rel. If sweated off, the barrel 
can be dovetailed with a new 
brass insert, and new teeth cut 
and finished. The barrel rim is 
then sweat-soldered back again. 
Or else a complete new barrel 
(wheel) is cut and then at- 
tached to the barrel rim. 


- + * 


AWI SAFEGUARD: I am consider- 
ing establishing residence in the 
state of California. I am a 
watch repairer and want to 
know whether I need a license 
to work there.—Earl Wuilleu- 
mier, North Attleboro, Mass. 

Answer: No license is re- 
quired to operate in that state, 
although several bills to enact 
such a law have been introduced 
there without much success. I 
would suggest, however, that 
you become a Certified Master 
Watchmaker with the new 
American Watchmaker’s Insti- 
tute which is the one national 
association for the watchmaker 
(combination of the Horological 
Institute of America and the 
American United MHorological 
Assoc.). The numerous states 
that do require license have 
voiced the approval of the certi- 
fication program of the new 
AWI and have unofficially indi- 
cated that they will accept a 
Master’s Certification as an 
equivalent to their own licens- 
ing tests. 


Please address all questions to 
He nry B. Fried, Horological Con- 
JEWELERS’ CIRCULAR - KEY- 
STONE, 100 E. 42nd St., New York 17. 
Readers who wish an air mailed re- 
self-addressed 


envelope. 


sultant, 


ply should enclose a 
appropriately stamped 
Please do not send watches or watch 


parts with questions. 














SECURITY PLIERS 


Save Money 


ga 


No. 692 © Ne. 562 


FINE QUALITY 
MONEY-SAVING PRICE 
GERMAN MADE 


Hand made of finest polished steel, 
each plier is perfectly tempered for 
long, faithful performance. Single joint 
aligns perfectly, is bind proof—works 


smoother. 


THE N EWALL MFG. CO. 


CHICAGO 2? 











SEE CLASSIFIED 
ADS 
ON PAGE 144 





CLOCK LUBRICANT 
NOW AVAILABLE 
Y2 ox. Bottle 75¢ 
aT WHOLESALERS OR DIRECT 


= ae oe 
THE HOROLOVAR CO. BRONXVILLE NY ge 














SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repolring 


Yes caa enter 
INDIVIDUAL INSTRUCTION 
Our graductes pass H.!.A. and state exominc- 
tions and are In greet demand. 
Send for free Catalogue 
‘Your Futere & Our Scheol"’ Bowmen Bidg., Lancester, Pe. 











25 experience, all 


MANAGER, 25 years’ 
phases jewelry chain operation, assume 
full responsibility ; presently employed, 
desires chang e: will relocate: address, 
“J, 5830,” care of JC-K 


— eo 


RATES AND REGULATIONS New rates start with March 1960 Issue 
JEWELER, DIAMOND SETTER, A-1 


in Advance ! : 
Rem ttance n mechanic, desires to relocate lh first 
class retail store; extensive experience 


“SITUATION WANTED”—Regular type $3.00 first 25 words; addi- can furnish best reference ; address, “S 
tional words, 10 cents per word. Heavy type $8.00; addi- 9845,” care of JC-K. 
tional words 25 cents per word. ———$_________—— 
“HELP WANTED”—"LINES WANTED” —and “SIDE LINES”—Regular type $5.00 “Spsel antler; SE’ panie” cagaainne & 
first 25 words; additional words 15 cents per word. Heavy present position desires position in 
type $8.00 first 25 words; additional words 25 cents per ee eee ee 


word. 
ALL OTHER HEADINGS—Regular type $9.00 first 25 words; addi- ESTATE JEWELRY SALESMAN; ideal 
window man, ticket writer: unique mer- 


tional words 25 cents per word. Heavy type $13.25 first 25 aeoadiatne duties anata aeainnal- 
cally forceful newspaper advertise 


words; additional words 30 cents per word. se Ag sige ll _ be ete or 
ents t : e calibre; connhdentla 


address, ae 5753 : care of Rt K 





e Name, Address, Initials and Abbrevia- e Advertising matter addressed to classi- 
tions count as words fied advertisers will not be delivered. 
e Classified ad form closes 10th of the OUTSTANDING DIAMOND MAN 
e If answers are to be forwarded, 20 cents month preceding date of issue. dow expert; strong time sales nego 
° BY FU Ss commensurate |! I 
extra to cover postage must be enclosed. ¢ A box number when _used in ad counts se ; Cor ee e J. “O1 , 
as five yer a that is, “Address #13, vicinity confidential addres 


¢ No Agency Commission. care of J C care of JC 


_ 
Irrirgries 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular- Keystone, unless otherwise instructed. In answering ads, do not enclose ERTIFIED WATCHMAKER 
original letters of recommendations. poe anent position in Phoeni 
15 years’ experien: all 
married, 4] ir 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. excellent refe 


Jivdd, 





WATCH MATERIAL MAN, 35, single, 

. . | with full knowledge fitting and match- WATCHMAKER, ENGRAVER JEWEL 
Situations Wanted ing all kinds of nar wromelgagty seeKs posi- ER, CLOCKMAKE 2 25 years’ experi 
REDS. ae tion ; Ww il] BO anvw her . address. ar ence - BB owman oT: rduate expe ence 

S| resto wir a 


0568," care of JC-K. fine stores ‘complicated and 
ré ference address 





a i: ee spec ialty 


DIAMOND : ‘ seeKing permanent WATCHMAKER;: 20 years’ experience: “S, 5747," care of JC-K 
future wit! iniilmites opportunities as best references EE nce SE. setter « 
salesman oO! yer ; put of town follow- Southern Florida on either side: write 
ing address ) SsoO4 are of. . JOE HENDRICKS : 390? Zeechwood ‘ ; . 
ie mY a Lane, Dallas 20, Texas MAN FRIDAY 11 years’ experie! 
nationally advertised diamond wat 
WATC -_* ~— R rood mechanic 14 firm pre duction os ale = correspond ~ 
bona Store Importer experience EXPERIENCED 22 years ,; $2 yea’rs old - hookke eping apabl reliable 
ake ch large repairs; estimating, sales vast e ~ rience sales management; top ae Ae ad ise <8. §859 
York City, Long Island Subur! producer; can relocate: remuneration JC-K 
address ~ R71 ’ care of JIC-K acco! set el to ability : address. On. 5866.” 
care of JC-K. es 








es ences ‘OUNG EXPERIENCED diamond 
W ANTED, PERMA yi wb POSITION in WEST COAST salesman wants top line ' sorte . Ponce poo arr . os ; 
\ estern Stat 1? years’ pen he xp ri- only ; calling on dept., discount, jewe elry, ean take roots ‘an i 
' so years old, n one ehu luggage and other volume users: LOUIS pick pieces 
abit fce ‘ference L, FOX, 12310 Chandler Blvd., Holly- et 


hE Cs e of. ea: wood, Calif. 











ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. Under the Heading of place the Following ad: 
Philadelphia 39, Pa. 


Please check if box No. Wanted [] Name (Please Write Plainly) 


Enclosed is Check [_] or Money Order [] §f Street 











STON 


U 





EXPERIENCED West Coast jewelry rep ' ‘JEWLLER” desires permanent position SALESMAN for Midwest: fine 14K gold 
resentative desires change for Fall with future as manager, assistant man- charms, cuff links, tie tacks and studs 
references fron nationally advertised ager, salesman or watch and jewelry top men only; commission ; address, “B 
mfrs line mus be establish ! repair estimator; must be reliable store 9822,” care of JC-K. 
doing volume no ce ines: ad- with good clientel or growing chain 
dres “L, 287 care of JC-K stores 16 years’ all around 

store experience 13 years old, m: 
neat, aggressive and excellent | charms referent 

WATCHSA ; lesi osi acter; references: prefer to lo > In rie gees a En 

‘1 lif : ‘ , , ered Address. < 
tion y rin izing and iring California or Southwest: addre 


SALESMAN wanted to sell to better 
stores as a side line, exclusive 14K gold 
. : 


es and territory 
5829.” care of JC-K 


869," care of JC-K 
SALESMAN with following Dept. and fin 
welry Stores t ] 


Oo carry compact iine ot 

pear! bracelets and rr atchine 
WATCHMAKE! 
\ 1] ry} 


e art 12 COMmMMIssion basis: ddress, 
Lines Wanted “S. 5861." care of JC-K | 
ear i | 


and selling -. ea iy man: de SALESMAN WANTED tto carry 
pak na Sg We rae 4 ’ “ ini : — t line of ladies gold and pki: 
sire ange pe nus re LINE WANTED Ol gre 
mrmanan ada “oy ~ mond rings to the retail trade 
permane! a , ing mmpetitive for exclusive , . 
f JC-}h : : ry a non-conflicting line; only 
oO ; kK +i, 1} , \ on a e : 
hest references need appiy 
“DPD, 5823,”"" care of JC-K 
WATCHMA YR ‘ 
as \ experience raliroad ann . ATLANTIC SALESMAN 
= ' we T ha , » of stone rings and pear! 
l eash and credit 
details and phe t 


‘J, 581 


SALESWOMEN 

id filled men’s 

to wholesalers 
igh commission 
Address, “S., o84 


SOUTHERN SALESMAN calling only 
on better retailers; nationally known 
line fine gold jewelry; high com- 
mission; complete details in strictest 
confidence; address, “T, 5820 
care of JC-K, 

SALES REP.; watch cases; following | 
catalog and watch importers; in- SALESMEN WANTED: 
terested gold filled or plate; watch i far wna ¢ nen 
case line or allied line: JEROME p pend. gold on st 
GLASS, 8855 Bay Parkway, Brook- stone rings; small 


DAaASIS 


Trl ston i 
Ivn, N. Y. “ACTURING 
' ' Minne 


Tew j tf) ‘ 


SEASONED, well established salesman ” | i ww 3 
i ; . SSMAN with following in better 
seeking repucable line: knows dia- retail stores only, to carry small fine 
mond and stone rings: traveling ine of 14K gold pins with genuine 
N,. Bin Eastern Pa.. Mary land. W ash- . Lor New fon se meg — 
. . = -—< °° ion masis. Ney ‘nel 7 Posto} 
ington; address, “S, 5872.” care of eae” ethene 
JC-k. open: addi P. 5867.” care of JC-K 
WHOLESAL 
LINE of st 
an experience 
t tail jeweiers 
(Chicago and 


“ri 


CULTURED PEARLS; direct importer 
has northwest territory open, only 
energetic salesman with good fol- 

lowing better retailers need apply, 

jobbers in Southern States and commission basis, state experience, 

Northeast seeks one additional lines -arried in application; ad- 

manufacturer's line ; address, “*J, dress, “S., 5842,” care of JC-K. 


5763.” eare of JC-K. 


SEASONED MANUFACTURER'S 
representative with well established 
following selling wholesalers and 


.KESMEN WANTED for West Coast 
=X AS. OKLAHOMA LOUISIANA nd Texas; 45 years of manufacturing 
NEW MEXICO AND ARKANSAS rep f diamond, platinum and gold ladies 
rilabl write TOL, sets, bridge rings, attachments, fancy 


Tumblev Southwestern rif and pieces and gents rings; catalog issued 


ry 


resentation ay 


I 
lewelry Traveling Men mission basis good side ine 


EMPLOYED MANAGER of $850,000 David . piro, Executive Direc- TENEN BROTHERS, 36 W. 47 St 
volume credit jewelry store; 21 vears Suite | he Dallas Trade Mart. New York, N. Y 
retail experience, age 40; can re- 2100 Stemmons Freeway | 7 
locate anywhere; have tremendous oper: SALESMEN with established territory fo 
success in profitable operations ; he South, Midwest: also New York an 


fi fi id “eS AIRS Oe SERNA REE NNER HR PR TEER ORES IE TET na.; to carry a popular priced gold 
ive igure earnings; adaress, ; “ins line and diamond line commission 


9821.” care of JC-K. Sid Li and drawing: state experience, territory 
| ide ines n ‘eferences SCHWARTZ JEW 
SLRY CO., INC., 850 Elk St., Buffalo 
YOUNG EXECUTIVE; merchandising 10, New York 
manager, stylist; presently em- | SAILESMAN for West Coast 
ploy ed: thorough know ledge every ‘ harms ‘ f links tle tae kk . ‘ . NI ’ 7, ‘ ° RER’S . > Pp R ES Ee N T ‘ 
phase of watch industry: trained top men on : ommilsston e th wholesale jewelers 
one.” J, o89! ire of JC-K naterial supply and retail chain 
here and abroad; ability to fore- following to 
cast trends; creative ideas; wishes ) known manufacturer 
. . . . ‘ eo . - . , ‘ ; : ee a rots lic os 
challenging position, quality and | SALESMAN for Middle West, Southwest must be experienced to sell established 
: : and South ne line of terling silver accounts open territories; New En- 
prestige watch house only. Address, 


- 5 > in hollowware state experiences address gvland, Southwest and West 
5600” care of JC-K. “HT, 5855,” care of JC-K write, “C., 5656," care of JC-K 


Wi 





NATIONALLY KNOWN watch band line 
has openings in several territories: line 
is light, compact and easy to work 
with ideal second line for men with 
established retailer following: straight 
om ssion and territory protection: 

territory, experience and refer- 
address, “A 5670." eare of 


EXCITING COMPLETE LINE of Dason 
stone and wedding rings for an exciting 
man to call on retail jewelers in Mis- 
souri Kansas, Iowa and S. Illinois: 
draw against commission; territory is 
well established; send photo and com- 
plete experience to DAVIDSON & SONS 
JLRY. CO., 20 W. 47th St., New York 
5 N Y 





WANTED: AGGRESSIVE REPRESEN- 
TATIVES ealling on retail stores 
to sell on commission basis a fast 
moving short line of superior qual- 
ity watch straps and imported ex- 
pansion bands (Swiss) choice terri- 
tories available; apply to FAVRE- 
LEUBA WATCH & CHRONOM- 
ETER CO., INC., 665 Fifth Ave., 
New York 22, N. Y. 





GOOD INCOME, STEADY COMMIS.- 
SIONS, EASY SALES: hottest com- 
plete line of boxes (rings, watches, 
etc.) by leading manufacturer; Chi- 
cago, Midwest, Mid-Atlantic and 
Southern territories now open for 
sales to better jewelers, chain stores 
and jobbers; write THE ALSTEN 
CO., 71 Jefferson Ave., Jersey City 
6, N. J. 





Help Wanted 


ENGRAVER on gold & silver: all around 
lan on letters & monograms large 
N y City Address, “sot. 
JC-K 
AGGRESSIVE SALESMAN with retail 
following, to carry compact line of ster- 
ling and gold filled rings; competitivels 
priced; commission basis: address, “J. 
2863," care of JC-K. 


WONDERFUL OPPORTUNITY for ex- 
perienced costume jewelry salesman: al] 
territories open; producers only; top 
line commission; Address, “S., 5847,” 
care of JC-K 





JEWELER for general repairing and 
wait on trade in retail store write 
qualifications; permanent position A 
Fr. JENSEN CO., 311 So 17th St., 
Omaha, Nebraska. 





MANAGERS; expanding organization 
needs men capable of handling fast 
moving discount operation; jewelry, 
photo, gifts and traffic appliances; 
address, “T, 5839,” care of JC-K. 





SALESMAN, excellent opportunity for 
energetic person willing to travel. 
contact MR. S. D. HOWARTH. 
WILLIAM DIXON, INC., P. O. Box 
89, Newark, N. J. 

WESTCOAST SALESMAN with retail 

following to handle short line of ladies 

and gents sterling and gold filled jew- 
elery; unusual numbers and very well 
priced ; commission basis: address | 

2864,"" care of JC-K 


WATCHMAKER: young man wanted for 
a challenging position as a watchmaker 
salesman ; many company benefits; con 
tact A. BELDEN BUSCH’S JEW- 
ELRY Co., 31-67 Steinway St Long 
Island City 3, N. Y 

EXPERIENCED SALESMEN for Pacific 
coast, mid west and southwestern terri 
tories to sell Airflex watchbands: well 
Known line; write FRENCH JEWELRY 
OO INC., 2032 So. Juniper Street, 
Philadelphia 48, Pa. 
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SIDE LINE SALESMEN for fast selling 
line of religious costume jewelry, call- 
ing on dept., gift, jewelry stores, and 
religious organizations; terrific re-or- 
ders; all territories open: Address, “‘S., 
0846,” care of JC-K 


SALESMAN; California resident for top 
expensive 18K Italian line already es- 
tablished without competition in the 
entire country; experienced with West 
Coast following; send complete resume; 
address, “I, 5860." care of JC-K 


WATCHMAKER experienced; five day 
week : ideal working conditions in 
Northern Ohio City, permanent job; 
State age, experience, salary expected, 
in first letter; address, “R, 2165.” care 
of JC-K 


SALESMAN; retail diamonds & jewelry 


in one of Conn. finest stores; excellent 
opportunity for smart man of good per- 
sonality and appearance; state details 
in first letter; address, ““M, 5782," care 
of JC-K. 








MANAGER, full charge; large volume 
store in New York State; City with 
60,000 pop.; write in confidence 
stating full experience; top oppor- 
tunity for right man; address, “A, 


9824.” care of JC-K. 


MANAGER-SALESMAN, top. experi- 
ence in all phases of fine cash and 
credit operation, seeking permanent 
future; unlimited opportunities; GC. 
C. SIMMONS, Beverly Shores, Lees- 
burg. Florida. 





EXPERIENCED MAN for Phila. area to 
work on commission, selling ladies gold 
filled and sterling packaged costume 
ewelry direct to the retailer under our 
own trade mark; established territory 
address, BERT MARKS CoO., 131 Wash- 


ngzton St., Providence 3. R. ] 


SALESMEN for west coast and southeast 
territories for a large line of moder- 
ately priced sterling hollowware,; this 
is a well established line and we are 
seeking an experienced man with a 
companion line; send complete details 

“C 5828." care of JC-K 


tT. 
‘ ; 


JEWELRY STORE; long established, 
prominent, in downtown Cincinnati 
location, needs capable manager to 
assume responsibility, share _ in 
ownership and profits; state age, 
experience and references; address, 


“R, 5646.” eare of JC-K. 





ASST. MANAGER; exceptional oppor- 
tunity for experienced man to train 
for full manager status; your letter 
will be held in strict confidence: 
please write in detail your past em- 
ployment record; address, “F, 


5825.” care of JC-K. 


WATCHMAKER; top craftsman for fine 
store in beautiful San Juan, Puerto 
Rico; year round mild vacation climate ; 
$125 per week, 2 weeks vacation; spa- 
cious air-conditioned shop; finest qual 
ity work with limited production; no 

clocks; write details to MILLER’S 

JEWELERS, Box 1458, San Juan, P. R 


WANTED; new diamond importing 
firm, wish services of alert young 
man to select round and fancy dia- 
monds for mountings; also to assist 
in selling; excellent opportunity; 
liberal salary and commission; write 
stating experience; “561,” care of 











SALESMEN with established territory 
for the South, Midwest; also New 
York and Penna., to carry a popular 
priced gold ring line; commission: 
State experience, territory and ref- 
erences; SCHWARTZ JEWELRY 
ety INC., 850 Elk St., Buffalo 10, 


TOP LEVEL EXECUTIVE with firm 
17 years; fully experienced credit. 
display, advertising, promotions. 
merchandising, personnel, fine sales- 
man would like to represent good 
firm in Midwest; finest trade ref- 
erences, good following; address. 

“P., 5826,” care of JC-K. 





NEW DIAMOND importing firm wish 
services of alert young man to select 
round and fancy diamonds for 
mountings also to assist in selling: 


~~ * 
excellent opportunity; liberal salary 
and commission; write stating ex- 
perience; address, “561,” care of 
JC-K. 


SALESMEN for the state of Ohio and 
one for southwest territory to carry 
large popular priced line of sterling sil- 
ver hollowware:;: we have many estab 
lished customers and are seeking mer 
who presently cover territory intensively 
with companion line; furnish complete 
details CROWN SILVER CoO., + 
Walker Street, New York 13, N. Y 


RUDOLPH’S, DEPENDABLE JEWEL 
ERS: one of the largest and oldest 
jewelry chains in East, with headquar 
ters in Syracuse, N. Y need young 
ageressive credit jewelry salesmen w! 

aspire to become managers; good start 

ing salary; unlimited opportunity : pe 
sion plan; write S. W RUDOLPH 


S Clinton St... Syracuse, N 


WATCHMAKERS and departmer 
agers openings in leased watc 
jewelry repair departments In ieaqaing 
department stores throughout countrys 
old established company seeking ©! 
men interested in permanent posit! 
excellent working conditions; high p 
state age, experience. People’s Wate! 
Repair Company, 245 23rd St. Tole 


Ono 


> 
’ 
, 


ch ea titi 





WATCH SALESMAN to sell top na- 
tionally advertised line in one of 
Eastern states; commission arrange- 
ment with drawing and expense ac- 
count; only aggressive experienced 
salesman will be considered; send 
resume and close up snapshot pic- 
ture with references to Jewelers’ 
Circular - Keystone; address, “F. 

5827” care of JC-K. 


SALESMAN for midwest territory by» 
nationally known silverplated hol- 
lowware manufacturer; must be ag- 
gressive with established following 
among dept. stores, jewelers, gift 
shops; commission basis; all par- 
ticulars in first letter, replies con- 
fidential: related but non-conflict- 
ing line acceptable; address, “B, 


5834.” care of JC-K. 





SALESMEN following and experience 
a MUST for the new HADLEY 
WATCH BAND line, exclusively 
priced to retail from $3.95-38.95, 
with terrific markup; there are < 
territories still open; excellent earn- 
ings for salesman to carry along 
with his present line; must submit 
complete resume; Jack R. Storti, 
Pres.. THE HADLEY CORP., 580 
Fifth Ave., New York, N. Y. 


JEWELERS CIRCULAR-KEYSTONE, MAY 





MONEY-MAKING line for jewelry sales 
men; retail jewelry store following: sell 
exclusive, , patented Vari-Gem ladies’ 
and gents gold stone ring line with 
imazZing interchane@eabh stones com 
pact tine excellent con mission terT l- 
1 open; California, lLilinois, Michi 

Lhe Maryland, Vi Binia, North 
bi south Carolin: orgia and 
england: DAVID “EEFEFE RK ares 


106 Fulton St... Nev ‘ork 38 


ESMAN WANTED for southern terri 
ry to call on wholesalers, jobbers and 
atalogue houses with an outstanding 
and nationally accepted line of 14 kt 
tured pearl pendants, rings, bracelet 
rings and an outstanding line of 
a wonderful opportunity to 
a substantial income on a 10% 
ssion basis for an experienced, 
commended and well established 
iddres M, 5836,” care of 


ATCHMAKERS and estimators, for re- 
pair departments in retail department 
store national organization connected 
one of the largest retail depart- 
in the country; employee 
group hospitalization plan: 
future for person with pleas- 
sonality and willing to assume 
bility positions open in the 
Midwest and Southwest ; 

lla? Box 356,’ 560 


Chicago, [llinois. 


SALESMEN to sell semi-mounted dia- 
mond rings in platinum & gold, set 
with tapered and fancy diamonds; 
must have experience and following 
with semi-mounted ring buyers; all 
territories open with this low price, 
fast selling line from a large well 
established manufacturer; large 
drawing to right man, possible earn- 
ings $25,000-$50,000; all replies 
are confidential: address, “P, 5873,” 


care of JC-K, 


POSITIONS OPEN FOR RETAII 

.N ; this is a rare opportunity 

finest diamonds, watches 
merchandise in the jewelry 
tne opportunity to train tor 
positions with one of the 
h’s oldest and largest firms: above 
verage salary commensurate with abil- 
ty please submit recent photograph 
with full particulars; all replies con- 
fidential, but must tand rigid investi- 
HAMILTO, 


vation write to W L, 
HALTOM’S JEWELERS INC 614 
EF Worth 2. Texa 


Main St 


DIAMOND RING SALESMEN; nation- 
ally known diamond ring mfg. seeks 
2 aggressive, hardhitting promotion- 
ally minded experienced salesmen, 
capable of earning $20,000 a year, 
minimum; if you are a self-starter 
with a proven sales record and have 

following among well rated retail 
jewelers, we want to hear from you: 
territories available have been 
covered for years and we have an 
excellent following; substantial draw 
against commission to the _ right 
men; write full resume in first let- 
ter; all correspondence will be re- 
ceived in strictest confidence; W. F. 
SEBEL CO., 315 W. Sth St., Los 
Angeles 13, Calif. 


For Sale 


Stores, Stocks and Businesses 


JEWELRY STORE 


location ; 5 years; 
eare of JC-K. 


Miami, Fla.: 100% 
address, “P, 5064,” 


RCUI AR KF \v < TONE MAY 1960 


JEWELRY STORE in south we stern Minn 
city of 10,000; sale pri $12,000; can 
lower stock; address, , 5831,” care 
of JC-K 


MODERN JEWELRY STORE, best loca 
tion; industrial town 40,000, Northern 
Indiana; one wner 35 years; wish to 
retire: ade ress. “S, 5814,” care of JC-K. 


EXCELLENT t_EPAIR SHOP 1 shop- 
ping center near Sagina chigan ; 
clean stock blond fixt about 
$10,000 with ; 
party ; addr« 


$100,000 tax loss available long estab- 
lished jewelry manufacturer liquidat- 
ing; have no liabilities and unblemished 
record: address “EK 2841." care of 
JC-K 


STABLISHED CREDIT Jewelry Store 
Florida gold coast: A-1 location; ideal 
for promotion minded party clean 
stock; top lines: retiring: address, “E 
5815," care of JC-K 


WESTERN STATE; established and re 
cently modernized jewelry store; gross 
1959 sales, $100,000; present inventory 
$18,000 sacrifice $12, 000 plus apie 
address, “BE, 5791,” care of JC 


GOOD PROFIT VOLUME, small unit, 
established 16 years; low rent, main 
thoroughfare fastest growing Gulf 
City; must dispose, other interests; ad- 
dress, “‘L, 5810,”" care of JC-K 


JEWELRY STORE on Gold Coast at 
Delray seach, Florida ideal husband 
and wife operation; clean inventory; 
M EBERHARDT, 202 ) Atlantic, 
Delray Beach, Fla 


JEWELRY STORE 
receivable, with or 
Southern New Jersey terms to right 
party; ideal for watchmaker; address, 
“R, 5865,” care of JC-K. 


iixtures accts 
without stock : 


JEWELERS and watch material supply 
bus iness in the Bay area: excellent fol- 
ng, established 16 years, must sac- 

on account of illness: inve ntory 

20,000; address, “D, 5848.’ care of 


—— ——_————+ 


ODDS AND ENDS in sterling patterns; 
WANTED: 8 Lady Mary Ice Teas, 
new or used: we also buy: BU SCHE- 
MEYERS, 667 S. 4th St., Louisville 2, 
Kentucky 


FLORIDA: jewelry, watch repair: excel- 

lent location: good lease, good income: 

t on inventory and ——— JACK 

IESMEYER, TOWN AND COUN- 

" REALTY, 916 14th St., W. Bra- 
Florida 


JEWELRY STORE located in New York 

on busy crosstown street: employing 5 
watchmakers: for sale, with or without 
stock a good going steady business 
owner wishes to retire: address, “R, 
5838." care of JC-K 


'WELRY STORE, east coast Florida: 
near missile base: A-1 location: watch- 
makers opportunity low rent fully 
equipped; contract agent for Tel. Co 
owner has other — address, ““W 
9843 eare of JC-K. 


’ 


ING ESTABLISHED jewelry and repair 
store: over 46 years in the jewelry 
business: more repair work than one 
man can do; if interested will send pic- 
ture of store and price and more in- 


formation: address, ‘“‘W, 5837," care of 
Bi -K 


ANTHONY J. GREGORY, 


SWELR & GIFT STORE, watch re- 
ye on Pe greeting cards for traffi 
interest ; owner must sell due to health 
new, modern store in heart of rapidly 
expanding Milw: Lukee suburb; stock and 
fixtures address, “K, 5840,"" care ot! 
JC-K 


JEWELRY STORE; clean stock city 
booming; very large tourist business 
trading area over 30.000 population 
owner reached retirement age Love, 
location, well established : air base neat 
city: ROGERS JEWELRY CO is 4 
Harrison Ave., Panama City, Fla 


MODERN, ESTABLISHED jewelry store 
12 years located in Santa Monica 
Calif.: stock fixtures and accounts 
25,000-$30,000 to handle: long lease, 

las large balco ny; write, 7 Wilshire 

ivd., Santa Monica, Cal = EX 
7661. 


t 
ie 





WELL ESTABLISHED JEWELRY and 
luggage store with watch and jewelry 
repair department; heart of town loca- 
tion in the best oil and gas town in 
west Texas; complete store fixtures at 
sacrifice price $3,500; merchandise at 
inventory or will reduce; address . 
9833,"" care of JC-K 


CALIFORNIA STORE established 30 
years: will sell building with up-to-date 
jewelry store with all name brands 
merchandise: establishment located in 
two story building on main street in 
heart of Bellflower; rental: $350, $265, 
$65. $45: write RALPH VE ADY, 


16704 
fellfliower Blvd., Bellflower, Calif.: or 
call TOrey 7-4166. 


IWELRY STORE: established 15 years 
same downtown main street location 
in Southern Calif. city of 60,000; near 
Disneyland and the Pacific Ocean in 
fast growing industrial Orange County ; 
watch repair prices in area $7.50 mini- 
mum for oe exceptional oppor- 
tunity for watch or cloc kmake r: $10,500 
necessary adem: “T, 5809,” care of 
IC 


FORCED SALE modern jewelry store 
located in a Southwestern world famous 
resort city, with a local population of 
40,000 and an annual visiting popula- 
tion of one million; excellent credit 
business; very active watch repair de- 
partment: clean stock of diamonds, 
plus leading brands of watches, cos- 
tume jewelry and gift ware; corner lo- 

tion in heart of city; retiring: ad- 
dress, “K., 5700,” care of JC-K. 





DALLAS OPPORTUNITY — FOR 
SALE, LEASE, MERGER; beautiful, 
fixtured, air-conditioned 25 x 100 
plus mezzanine in 85%-90% down- 
town location; 9 magnificent win- 
dows and outside marquise electrical 
signs; available with or without ac- 
counts receivable or inventory; 
trained personel ready and willing 
to produce under new management; 
having lost my manager after 22 
years and with other concerns, | 
want to curtail; I am sole owner and 
will refuse no reasonable offer; con- 
tact MR. BUSCH, BUSCH & SONS, 
est. 1880 at 875 Broad St., Newark, 
N. J... MArket 3-2987 or at his resi- 
dence evenings at West Orange, 


N, J.. ORange 5-6303. 


Business Opportunities 


auctioneer, 
Briargate 


6748 N. Ashland; 
11-7303, Chicago 26, Il. 





AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an _ advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 


SAMUEL GANSBURG, INC., will buy 
your surplus or entire stock and fix- 
highest prices paid; bank and 
trade references Write 15 Maiden 
Lane, New York, Telephone REctor 2- 


’ >.) 


cures ; 


WILSON SALES SYSTEM, 106 Thornton 
st., Albany, N. Y.; sale and manage- 
ment specialists since 1919; over 1500 
jewelers have used our services: also 
buy stores for cas! write, wire or 

telephone HObart 5 LOS 


CONSULT M. Y. FINKELMAN, 29 E 


Madison, Chicago since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 122. 





HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING; since 1921; 
service available to jobbers; mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J. SHadyside 7-1283. 


Want 
sale’ y 
write or teleph« 
MAN BORRESS, 
St New York C 


JEWELERS SALES SERVICE; a pro- 
fessional sales organization § to 
serve you; ALCTION-ACTION; re- 
tail or liquidation; 25 years sale 
experience; your reputation  pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE: 51216 S. Main St.. Los 
Angeles, Calif.; Phone MAdison 

6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation _PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
386, Calif.: OLeander 5-6496. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c on the dol- 
lar for your inventory, accounts, or 
fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel. PLaza 7-4693. 
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MARTY MILES SALES, 


antees 


INC,; guar- 
quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


Wanted to Purchase 


PURCHASE established jew- 

New Jersey area; must be 

cation, over 20,000; send full 
‘ticulars: address, ‘““G, 5819,” care of 


*-K. 





CREDIT JEWELRY STORE IN CALIF 
over $45,000 volume population 
»000: Consider partnership in 
‘ lume Ope ration. ove! $5,000 volu 
corn 7212 * ° 


eare of JC-K 


adaress 


, 


PLATINUM 
per dwt ISK gold, 
l4K, 95¢: 10K 68e silver 65¢ per oz 
bonus prices for gold filled; ship as is 
ve'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N Orleans St., Chi- 
cago 10, Ill 


SCRAP WANTED: $3.00 
$1 ZZ per dawt 


OLD GOLD AND JEWELRY WANTED 
cash immediately for surplus stock, odd 
lot items: we also pay highest prices 
for gold, silver and platinum § scrap, 
gold coins, diamonds, gold filled, etc. ; 
or full particulars, write, WILMOT'S 


1067 AD, Bridge, Grand Rapids 4, Mich 


SELL ‘EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval: ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St.. Memphis, Ten- 


nessee 


WE BUY OLD GOLD: diamonds: an- 
tiques, watches, silver, platinum, coins; 
we will pay up to 25% more than any- 
one else: be sure to get our offer: 
cash within 24 hours: no stock too 
large, too small: our check by return 
mail; your shipment held intact 10 
days, subject to your approval: refer- 
ences: Fla. Nat'l Bank of St. Peters- 
burg: Jewelers Board of Trade: 
HENRY JEWELERS, INC., 462 First 
Ave. No., St. Petersburg, Fla. 





ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and 
stocks, write for our free booklet, 
“Dollars and Sense Facts About Sell- 
ing a Jewelry Store.” (See our page 
4 advertisement) G OR DON 
BROTHERS, 38 Bromfield St., Bos- 
ton, Mass. Hancock 6-3233. 











CASH in; send us yvour watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 


BOST* MASS expert and guaranteed 
watch repairing Watchmaster tester 
prompt service; prices on req 
orders invited; DAVID MIGD 
* Te) HIT 2 


109-B Summer 8t., Te! 


St: mal 
AL, & Ce 
; a7 


watch repairing 
suaranteed f 


t Watch 


Marion 


MID-WEST’S FINEST 


watch repairs to tne tl 


TRADE SHOP 

cle » «ay ton 
Vice Ow prices O! ful \ ir gwpuaran 
tee: STUDIO W 49 SER 
VICE 20 Delaware "lace “hicags 
1] I] 


QUALITY watch repairing our spe- 
cialty for 25 years; perfect work- 
manship, finish, timing, trial ship- 
ments solicited; OSCAR ARON, 62 
W. 47th St., New York, N. Y. 


RELIABLE TRADE watc! 


‘lent service ‘lectror 


35 YEARS OF DEPENDABLE watch 
repair; fastest coast-to-coast service ; 
reasonable prices; send trial order; 
COOPER’S WATCH REPAIR CO.., 
18 W. 48 St... New York 36, N. Y. 


Special Order Work and 
Repairs for the Trade 


JEWELRY repairing new mountings 
furnished: diamond setting HAROLD 
JACOBSON, 29 E. Madison St., Chicag: 


2, Ill 


JEWELRY repairing and setting, pron 
service on mail orders: Graduate Gem- 
O1OLIST ; write JOHN KITLLAOS Room 
604, 373 Washington St Boston, Mass 


t-EPAIRERS OF THE IR 
restoring china, glass 
tortoise shell, miniatures, 
sets, jewelry HESS REP 
33rd St... New York, N. 3 


To Let 


LARGE ROOM, for a manufacturer 
repair jeweler, diamond setter and en- 
gyraver: HARRY GORDON & SONS, 72¢f 
Sansom St., Phila. 6, Pa 


Miscellaneous 


THE GEM COLOR CHART: not a course 
in Gemology but 25 pages of fine refer- 
ence materia. ;: postpaid THE 
WOODRUFF CoO., 1149 Munsey Bidg 
Washington, D. C 
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THE CHANGING BLUE COLLAR MARKET 


Blue looks whiter than white over black-and-white TV 
sets. Being well aware of this optical effect, program 
directors make sure that their dressiest male characters 
wear blue shirts instead of white ones. And the result 
of this attention to blue shows up as snowy whiteness 
on the television screen. 

for somewhat the same reason that TV_ producers 
have learned to value blue shirts very highly, many jewel- 
ers might well take a careful look at their so-called blue 
collar class. Actually, this blue collar class is richer 
than the white collar class, as a market for jewelry, 
watches and most other merchandise. 

The so-called blue collar group consists of skilled 
craftsmen and their families. It makes up the biggest 
slice of the consuming public, 65 per cent of all families 
in the Chicago metropolitan area, for example. In the 
aggregate, it has vast sums of money to spend, thanks 
to several decades of wage increases and job stability. 
And, because of travel and other broadening activities, 
its appreciation of design and quality has risen rapidly. 

The emergence of this buying power, and of these 
tastes, within a group that used to live on the other 
side of the economic tracks, makes it necessary for busi- 
nessmen (and particularly merchants) to re-study their 
individual markets. 

Putting one’s finger on purchasing power is harder 
to do now than it was a generation ago. As Pierre D. 
Martineau points out in Nation’s Business, “It used to be 
easy to grade people on an income basis and to conclude 
that the white collar people and business and professional 
people were the best—and often the only—market for 
many products.” 

But millions of blue collar workers are now earning 
as much as are white collar workers—and often more. 
The average milk driver in Chicago, Martineau says, has 
an income of about $9,000; if the milk driver calls on 
chain stores he is a wholesaler and gets $18,000 in 
annual pay. Checking a typical list of new-car buyers, 
Martineau found a ready-mix-concrete truck driver with 
an annual income of $13.600. 

Martineau (who is the Chicago Tribune’s director of 
research and marketing) brings out these facts about 
the buying power of the blue collar families in his city: 

Blue collar families buy 36 per cent of all new cars 
(compared to 21 per cent bought by business and pro- 
fessional families and 34 per cent bought by white collar 
families). And they buy 34 per cent of all new furni- 
ture against 20 per cent bought by business and pro- 
fessional families and 32 per cent by white collar 
families. 


True, they spend less money for landscaping, shrub- 
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bery and boats than do the other groups. But they buy 
more of most everything else, and this table shows their 


importance as buyers of jewelry and watches: 


Percentage bought by Jewelry W atches 
Families of skilled craftsmen 33% 35% 
Families of white collar 

workers 
Families of business and 

professional people 
Families of unskilled laborers 


It is not only in Chicago that skilled craftsmen and 
members of their families have the lion’s share of spend- 
ing power. In all probability, their purchases are pro- 
portionately as large in many other trading areas. In 
the light of such facts, this is a major question for retail 
jewelers: Should we improve our appeal to this dynamic 
slice of the buying public? This question is important 
to stores that have catered to the “masses’’—and of no 
less importance to stores that have catered to the 
“classes.” 

Some appropriate questions for credit jewelers are 
these: Is our merchandise styled so that it appeals to 
the mass market’s developing taste and hunger for 
luxury? (The new Sears catalog lists Italian glass and 
$60 Oriental brass lamps.) Do our windows and store 
interiors have enough “luxury” feeling? Since we have 
lost our one-time monopoly in consumer credit, should 
we improve our image as jewelers? 

And, in view of the growing importance of blue collar 
workers and their families, old-line jewelers can ask 
themselves this question: “Will the business, profes- 
sional and white collar classes provide enough business 
to insure our future? Should we do more to cultivate 
the blue collar class in our advertising, windows and 
public relations?” 

Tiffany’s has taken a long stride in that direction dur- 
ing the past four years. Tiffany’s purpose has been “to 
appeal to a public that never before had the courage to 
enter its portals.” 

How far to go in serving the blue collar class, and 
how to do it better, must be decided by the individual 
jeweler. It will require careful thought. Perhaps the 
next time you watch TV, this reflection will enter your 
mind: 

“Whiter-than-white shirts are really blue. Blue can 
look better than white. Are blue collar customers a bet- 


ter sales target than white-collar customers?” 
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Pyramid 
your profits 


These New Pilfer-Proof Assortments, Backed By 
Hard-Hitting Advertising, Are Breaking Sales Records Everywhere! 


Sales soar with permanent display cases that stack high, 
wide and profitable. YOU can remove watches... Pilferers 
cannot. Plexi-glass enclosed, interlocking cases are 
FREE with Ballet, Coquette, Lance Self-Winding, Dress 
Waterproof and Sport Waterproof assortments! 
Record Advertising Support! Free display mate- 
rials, hard-selling newspaper ads, top-rated “Special 


Tonight’’ national network television, full-color, full-page 
ads ir leading magazines: Reader’s Digest...Ladies’ 
Home Journal...Sports Afield...Sports Illustrated. 

42 million TV viewers PLUS millions and millions of 
national magazine readers will be pre-sold on Westclox. 
Pile up sales and pyramid your profits...order your 
assortments from your Westclox Representative today! 


one WESTCLOX 


MAKERS OF BIG BEN ee WORLD'S LARGEST MANUFACTURER OF TIMEPIECES e LASALLE-PERYU, | 
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The look of sterling 
ata down-to-earth price 


new SONG OF AUTUMN in Community 


J : HM Ce ag _ - —_ Zo eee xs iss i tnt : E "Ye 
4 g | ; | ‘. 
- . . ~ , “s 4 ; y se] le 
COMMUNITY ne rmser suvenovare @ Mack a | 
i y og * ‘ Win oe wn 
a ed 


Favs ~f tug: 


Dealers coast to coast are selling the new 40-piece service 
for & at only *49.75... 52-piece set in Deluxe Drawer chest. 
only *89.75. At full markup. Cash in on this exciting 4-color 
advertising support. Order from your Community’ representative 


or distributor now. (Oneida @ Silversmiths 


HEIRLOOM* STERLING 1881 @ ROCERS @* SILVERPLATE TUDOR* PLATE ONEIDA COMMUNITY 
ONEIDACRAFT* STAINLESS ONEIDA* DINNER WARE *Trademarks of Oneida Lid 
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